


— 


an ak ana oo? 


A.rtansatnrtey er 


¢ 
~ 
sathatbat 


oe 


0% 


Wen. 















































PART OF A WORLD-WIDE LIST 
OF INDUSTRIALISTS WHO ARE ACCELERATING 
PRODUCTION AND INCREASING SALES TEMPO 
WITH 16mm SOUND FILMS 


AIR LINES 


Pan American World Airways 
System 


AUTOMOTIVE 
General Tire & Rubber Co. 
Nash-Kelvinator Corp. 
U. S. Electrical Motors, Inc. 
BEVERAGES 
Dr. Pepper Bottling Co. 
BUILDING PRODUCTS 
Johns-Manville Corp. 
National Gypsum Co. 


CHEMICALS 
National Carbide Corp. 


DEPARTMENT STORES 
Marshall Field & Co. 
R. H. Macy & Co., Inc. 
Gimbel Bros., Inc. 


ELECTRICAL EQUIPMENT 
General Electric Co. 
Gibson Refrigerator Co. 


FOOD PRODUCTS 
General Foods Corp. 
National Oats Co. 
Swift & Co. 
HARDWARE 
Yale & Towne Co. 
INSURANCE 
Bituminous Casualty Corp. 
Employers Mutual Casualty Co. 


The Fidelity & Casualty Co. of N. Y. 


General Accident Fire & Life 
Insurance 


Prudential Insurance Co. 
OPTICAL 

Polaroid Corp. 
PHARMACEUTICAL 

Tampax, Inc. 


PETROLEUM 
Ethyl Corp. 
Standard Oil Co. of N. J 
Sun Oil Co. 
The Texas Co. 


Vichor. Satinaloyraph Cuiporation 


RAILROAD 
Baltimore & Ohio Railroad Co. 


SHIPBUILDING 
Oregon Shipbuilding Corp. 


STEEL 
Bethlehem Steel Co. 
Republic Steel Corp. 


TELEPHONE 
New York Telephone Co. 
Northwestern Bell Telephone Co. 
Pacific Telephone & Telegraph Co. 


TOBACCO 
Philip Morris & Co., Ltd., Inc. 


TOILETRIES 
American Tissue Mills 
McKesson & Robbins, Inc. 
Procter & Gamble Co. 


WELDING 
Lincoln Electric Co. 
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AMONG MANY CLIENTS SERVED REPEATEDLY BY CARAVEL: 


American Bible Society... American Can Company... American Telephone and Telegraph 


Company... Associated Merchandising Corporation... Black & Decker Manufacturing Co. 


...- Godfrey L. Cabot, Inc. ... Ethyl Corporation ...The B. F. Goodrich Company... Kenwood 


Mills... Mohawk Carpet Company... National Lead Company...Pepsi-Cola Company...The 


Pure Oil Company...Socony-Vacuum Oil Company, Inc....United States Rubber Company 
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It is more than a coincidence that so 
many of our clients return to us again 
and again...and we like to believe 


that the reasons are somewhat crystal- 


THEY COME BACK TO 
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LIC LIBRARY 


PUD 
DETROIT 





- 

















all times, and sticklers for detail. Of 





equal importance, they never lost in- 
terestin ourcomplicated problemsand 


put considerably more time and effort 


lized in the following statements—the first by a —_— in our production than their contract called for.” 


large merchandising organization, the second by 


a great public utility, both of them specialists in 


top-flight service. 


“Able craftsmanship was expected. But to have 
received, in addition, such friendly, patient un- 


derstanding all along a difficult trail was a new 


“We found them to be extremely cooperative at and delightful experience for us all.” 


When thousands, even millions of people, are the final judge, is it prudent 
to compromise with quality? After all, the TRUE yardstick is RESULTS. 


CARAVEL FILMS 


INCORPORATED 


New York + 730 Fifth Avenue ° Tel. Circle 7-6111 


Detroit * 3010 Book Tower « Tel. Cadillac 6617 


ind schedule ? 


“color correct” prints 


delivered in time 


to meet your DEADLINE * 
— 100 prints shipped in 7 days! 


—200 in 12 days! 
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the ultimate in 16mm 


byron sound studios and laboratories 


1226 wisconsin ave., washington 7, d.c. 


phone dupont 1800 


% to help clients ‘‘on the spot’’ we have shipped within 24 hours 
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16mm. sound motion pictures — 


help your business in 3 hasic ways 








@ employee training 


o CENTURY 9 
AMPR ONE CASE projet 
pro quality 


‘al ® sales demonstration 
ee ell A 
embodying full Am 


€) consumer education 


Tests prove people understand quicker, 
understand more and remember longet 
when they see and hear it on the screen. 


That’s why alert business men use 16mm. 


Sy sound films to develop skills, encourage 
company loyalty and demonstrate prod- 
sh ucts and processes dramatically. 

Today, thousands of Ampro sound projectors are de- 
livering consistently excellent performances for leading 
industrial concerns all over the world. These projectors 
embody many special Ampro features that assure ef- 
ficient operation. But that’s only part of the story. 


Into each Ampro projector is built 20 years of experi- 





ence that means extra quality, longer service and better 
performance! 


Pat 


The Ampro “Century 5” sound projector has been 


especially designed for commercial use—for training ot 
demonstrating to groups of 100 or less. It is a compact, 
one-case unit, so built that either half of the case can 
be used to raise the light beam over the heads of the 
audience and to permit the use of larger reels. It is an 
exceptionally quiet-running projector. Ampro quality 
is maintained in every detail, but all features not need- 
ed for its special purpose have been eliminated. That 
means real economy—and a price within the range of 
every budget. Before deciding on a 16mm. sound pro- 
jector—be sure to see a demonstration of the Ampro 


” 


“Century 5”. 


Send for FREE Circular 


on Ampro “Century 5” 16mm. 


sound projector giving full speci- 


fications and prices. If you are 


interested in sound motion pic: 
*Trade 
“hr A General 
Reg. 
U.S. 
Pat. Off 


we 


Sretisioe Basion tures send 10c for 16-page book 
let, “The 
Sound Motion Pictures.” It dra- 
‘apo, illustrates the various steps in the record: 


ing and reproducing of sound on film. 


ent Corporation S$ 


In Canada: Telephoto Industries Limited, 


osigiary 


1195 Bay Street, Toronto Amazing Story of 


put more into it so that you can get more out of it 


Ampro Corporation 


THE AMPRO “IMPERIAL” . 
lémm. Silent Pro- 
jector. A rugged, 





with an enviable 
record of performance 
in thousands of 
homes, churches, 
clubs and schools all 
over the world. 


AMPROSLIDE PROJECTOR MODEL ‘'30-D" 


for filmstrips and 2” x 2” 
slides. Offers extra bril- 
liant illumination, split- 
second interchangeability 
from slides to filmstrips 
and back—simplified, 
quick threading for film- 
strips—and simpler fo- 
cusing, operating and 
cleaning. 


2835 N. Western Ave., Chicago 18, Ill. 
Gentlemen: 
~} Please send me free circulor giving full details about the 
Ampro “Century 5" 16mm. Sound Projector. 
| enclose 10c | | for a copy of the illustrated booklet, 
“The Amazing Story of Sound Motion Pictures.” 
1 am also interested in: \ 
(_] Ampro “Imperial” 
16mm. Silent Projector 


[_) Amproslide 
Projector Model "30-D" 








CONVINCING TESTIMONY | 
TO S.V.E. SUPERIORITY | 





= ~ Manufacturers of sound slidefilm units know ths 

; necessity of having a completely reliable projector 

f in their equipment . . . a projector proved by time 
: and built to meet the most exacting projection 
: requirements. That’s why leading sound slidefilm 


unit manufacturers use S.V.E. projectors exclu- 
sively. S.V.E. projectors have been America’s 
preferred projectors for 28 years . . . incorporate 
g many exclusive features that assure maximum 
picture brilliancy, and easy, dependable operation. 

Whatever your projector needs, as part of sound 

equipment or for showing silent double- or single- 


frame filmstrips and 2” x 2” slides . . . be sure you 


get an S.V.E. Consult your dealer or write direct 
for full information. Address Dept. 335H. 








S.V.E. 
projectors are used 
in the Magnavox, 
Operadio, and 
other sound 
slidefilm units. 


SOCIETY FOR VISUAL EDUCATION, INC. 


Al Business Corporation 


100 East Ohio Street Chicago 11, Ill. 











- Sponsored Films and Public Interest 








* The selection of the Sinclair Oil Company motion picture Miracle 
in Paradise Valley as the outstanding public relations film of 1947 by 
the awards committee for the Founder’s Day events at Boston Univer- 
sity this month came as no surprise to Business Screen editors who 
told our readers of the potent force of this farm safety subject in the 
closing months of last year. 

We are equally gratified that the Swift institutional film Red Wagon 
and the Ford Motor Company's outstanding piece of Americana 
Pueblo Boy came in for similar Founder’s Day honors. 

It is a happy coincidence that these and other public service films 
such as Clean Waters, Doctor in Industry and By Jupiter should ap- 
pear at a time when adult audience groups throughout America are 
seeking such programs for their group meetings. That Boston, where 
the town meeting idea is rooted in the birth of our nation, should be 
the scene of this recent motion picture forum, is indeed welcome news. 

Our people have long cherished strong sentiments toward group 
organization and group discussion, leading to action in the solution 
of local and national economic, political and social problems. In this 
effort, the sponsored motion picture has a great opportunity and 
challenge which is being answered by the kind of films mentioned 
above. The acquisition of thousands of self-owned projectors by clubs, 
lodges, farm bureaus, town forums and churches has swelled the total 
of self-equipped audiences to record heights. The increasing demand 
is reflected in the considerable number of prints now required to serve 
these audiences when they discover a useful program film. 

There is a clear responsibility upon the sponsor and producer to 
make good pictures and to serve these audiences honestly. Their 
acceptance to the degree now evident is based upon continued quality 
and useful content. When such responsibilities are fulfilled, good films 
have untold value to both sponsor and audience. As many as 24,000,000 
Americans have seen a single sponsored picture. The impact of a 
twenty or thirty minute period of undivided attention to the combined 
forces of sight and sound is truly incomparable. 

The growth of television, as a hand-maiden for the mass distribu- 
tion of such institutional pictures, only serves to remind us that the 
great bulk of our population lies beyond the range of present-day 
video facilities. But even more important, these group audiences at 
business gatherings, in union halls, lodges, clubrooms and in churches, 
are primarily selective. Program material for their special needs must 
meet with them at a specified time and place. 

The rural audience, meeting in Grange and Farm Bureau halls, 
at 4-H and Future Farmer groups, and in the small towns at the 
crossroads of America, is most typical of our enormous distribution 
opportunity. As more effective and faster methods of print exchange 
are developed, sponsors will provide useful information and education 
through the accepted and familiar medium of films to millions in 
our farm and home population. 

Group-minded America is a challenge to the imagination and cre- 
ative ability of the producer and to the social conscience and good 
business judgment of prospective sponsors. OHC 
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year ago there were seven television stations 
in operation in this country. Now there are 22, and it 
is predicted there will be more than 40 by summer's 
end. In 1940, there were about 10,000 sets. Now we 
have 180,000 sets with an audience of 1.3 million. 


As Wilding pioneered motion pictures for commercial 
application as long ago as 1920, so now we're engaged 
in creating two programs of sound motion pictures 


especially written by us for the television screen. 


In the field of visual media there is never-ending 
a growth and change with new techniques to challenge 
the imagination. Television is just another proof that 
with our resources in personnel and equipment we 


can continue to meet the challenges in our field. 


Creators and Producers 
of Sound Motion Pictures ‘ 
tor Commercial, Educational 


and Television Application 
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Wilding Picture Productions, Ine. 
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LEADING PRODUCERS 


choose the Mitchel 7/ 





PROFESSIONAL results 
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CARAVEL FILMS TRAINS ITS MITCHELL 16 FOR AN EXACTING “TAKE" FOR THE MOVIE 
“A MILLION TIMES A DAY" PRODUCED FOR THE AMERICAN TELEPHONE AND TELEGRAPH COMPANY 


Clients like the American Telephone and Telegraph Company 
demand the best when they authorize production of a motion pic- 
ture. That's why Caravel Films chose a Mitchell “16” 
this company’s movie. 

The Mitchell 16” is a professional camera expressly designed 
to stand up under the rigorous strain of professional production 
work. Rugged, though watch-like in its precision, the Mitchell 


to shoot 





“16” is virtually a replica of the time-proven Mitchell 35 mm 
studio camera in both appearance and performance. 


In the Mitchell 16” you will find the same versatility and de- 
pendability of operation...the same picture steadiness and ex- 
posure uniformity that has been realized with the famous Mitchell 
35's for the past 27 years. 


Wirchell Camera convoration 


666 WEST HARVARD STREET «+ 


EASTERN REPRESENTATIVE: 


DEPT. FW-2 «+ GLENDALE 4, CALIFORNIA «+ 


THEODORE ALTMAN e@ 521 FIFTH AVENUE © NEW YORK CITY 17 © MURRAY HILL 2-7038 


CABLE ADDRESS “MITCAMCO” 


85% of the motion pictures shown in theatres throughout the world are filmed with a Mitchell 


ae truly... 








WHAT WONT 
THEY DO 


PROUD OF THEIR JOBS and able to serve the public efficiently, 
safely, and courteously are employees of Los Angeles Transit 
Lines since a motion picture indoctrination and training pro- 
gram was begun. Employee relations are better, labor turn- 
over is less. Proud of their excellent films, company officials 
wanted them presented at their best . . . and so chose Filmo- 
sound projectors. 





THINK WHAT YOU COULD Do with a commercial film... the 
business-building story you could tell, thanks to the almost 
limitless scope of a sound movie. Capable film producers are 
near you, ready to help you weigh the possibilities. Write us 
for their names. 


Bell & Howell Company, 
7108 McCormick Road, 
Chicago 45. Branches in 
New York, Hollywood, 
Washington, D. C., and 
London. 


FINE PROJECTORS area 
“must” if your film is 
to be fully successful. 
And the finest 16mm 
sound film projector, 
most commercial film 
users agree, is the... 








NUMBER 2* VOLUME 9° 1948 












RETAILER ATTRACTS PATRONAGE by entertaining children 
while mothers shop in peace. Hobby Horse Store, Beverly 
Hills, Calif., turns this neat business-building trick in an 
80-seat “little theater.’’ Juniors joyously watch movies and 
decide mothers must shop here again soon. Dependable, top- 
quality reproduction of pictures and sound is assured by a 
Filmosound projector. 








FARMERS’ FRIENDSHIP is successfully cultivated by Sinclair 
Refining Company with the aid of a movie which forcefully 
educates in farm accident avoidance. Film is the one serious 
note in an estimated 2300 entertaining Sinclair Farm Shows 
being attended by 600,000 farmers and their families in 36 
states. In this arduous service Filmosound projectors demon- 
strate their enduring dependability. 


Yolmem rivet! 








After all, 
Gentlemen, 
Coverage is... 
just coverage 


Coverage, even if it embraces millions 
of people, means nothing. . . if it 
doesn't pay off. 


Films should not only pay off, but 
should outpull other media . . . for 
nothing gets an idea across as swiftly 
and conclusively as the audio-visual 


impact, 


Obviously you should choose the film 
producing company that excels in 


winning extra high audience response. 


87% RESPONSE 
a an 


Our client (mame on request*) was 
surprised as you would be — at 
our prediction of a better-than-50% 
return for the client's new film. Actual 
response was 87% — all individual 
write-ins, Client's previous high was 
a gratifying 2°, from another me- 
dium. 


We knew we could do it... said so 
... did it — and then some! It is this 
confidence in our production experi 
ence and know-how that keeps us re 
peating: “Our aim is to make, not the 
most, but the BEST motion pictures 


in the }6mm. commercial field.” 


*It will pay you to get in touch with 
Associated Filmakers. After all, gen- 
tlemen, coverage . . . need have but 


little waste in it. 


SHOWING DOES IT . . and Quickly 


ASSOCIATED 
FILMAKERS 


INCORPORATED 


45 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
Phone: Columbus 5-6694 


9155 SUNSET BLVD., HOLLYWOOD 46, CALIF. 
Phone: Crestview 6-8500 


VISUALIZING AN AD CHARACTER 


The Saga of Chiquita Banana 


*% The achievement of Chiquita Banana in 
becoming such a potent personality in the 
radio world is all the more remarkable, be- 
cause she was entirely vocal. Casting about 
for a way to realize the full possibilities of 
their famous trade character, United Fruit 
decided the time had come to make Chiquita 
as much a visual entity as she is a vocal one, 
and to use her as a spokesman to tell the pub- 
lic, particularly the housewives, how to use 
bananas in the many varied ways in which 
they can be served, 


Ihis led, quite naturally, to movies as a 
medium combining effective sight and sound 
appeal. The job of making Chiquita visual 
and bringing her to life was turned over to 
United Fruit’s adverusing agency, Batten, 
Barton, Durstine & Osborn, Inc., which had 
originated Chiquita Banana as the means ol 
putting over the famous campaign to get 
people to keep bananas out of the refrigeraton 
and to eat them “when they are flecked with 
brown and have a golden hue.” 

After considering more than 155 different 
designs for the visualization of Chiquita, one 
was finally adopted, The question then be- 
came what form her spokesmanship should 
take. ‘Ihe Fruit Company people decided on 
minute movies, and the BBDO motion pic- 
ture department, under the supervision of 
William J]. Morris, took over the task of 
making Chiquita a movie queen. The result 
is a series of fourteen 80-second films now 
being shown in some 850 theatres through- 
out the United States, 

Using a combination of live action and 
cartoon sequences in Ansco color film, the 
pictures were produced by the John Suther- 
land Organization of Hollywood from. ori- 
ginal story boards and lyrics by Chester W. 
Kuleza, James S. Campbell, Thomas A. 
Wright and Patrick J. White of the BBDO 
staff, 

Sixty per cent of each film’s 80 seconds are 
in cartoon treatment in which Chiquita is 
pictured in an amusing situation. The other 
1) per cent of the picture is devoted to live 
action showing the preparation of a simple 
banana dish. These dishes were suggested 
and prepared under the supervision of the 
Fruit Company's Home Economics Director, 
Ina S. Lindman, who during the war years 
was Food Consultant to the United States 
Navy. 


As a continuation of Chiquita’s “never put 
bananas in the refrigerator” campaign, the 
first two pictures deal with that theme, The 
other twelve playlets demonstrate and sell 
new uses for bananas in menus. 

In making this series of pictures, the United 
Fruit Company achieved several “firsts” in 
the motion picture field. They were the first 
large scale users of Ansco color film, with an 
initial print order of more than one million 
feet. United Fruit was the first to use live 
action and cartoon sequences in the same 
picture with this new film. And, just as 








In “Minute Movies” on thousands of thea- 
tre screens the character of “Chiquita Banana” 
has been established. 


Chiquita Banana set a new height in accept- 
ance of a singing commercial on the radio, 
375 of the 850 theatres showing the new films 
are showing a commercial film of this charac- 
ter for the first time. This is considered an 
indication of the wide acceptance Chiquita 
Banana has won as a beloved personality, as 
well as a tribute to the production quality of 
he pictures. 

The Chiquita Banana films are a part of 
a national advertising campaign which United 
Fruit is currently conducting. Magazine ads 
ind radio one-minute spots are also being 
used and they both attempt to teach the 
same lessons as are taught in the minute 
movies. The promotion is further rounded 
out by a large-scale sampling and demonstra- 
lion program in an intensive effort to give 
housewives an opportunity to sample bananas 
in the forms they have seen in the movies or 
the magazine ads or heard about over the air. 


on the Best 16mm 
SHORT SUBJECTS? 


Educational . .. Entertaining! 
25 CARTOONS 


13 WILLIE THE WHOPPER 
SUBJECTS 


The Tall Story Teller of the cartoon world. 
Willie's amazing and incredible exploits are 
gaily depicted in this outstanding cartoon 
series. Each subject one reel. List price: 
$17.50 each. 


12 FLIP THE FROG 
SUBJECTS 


Cleverly drown, perfectly animated, delight- 
fully humorous cartoons that will provide 
many hours of pleasant relaxation. Each sub- 
ject one reel. List Price: $17.50 each 


6 TWO-REEL COMEDIES 
WITH MICKEY ROONEY 


The hilarious adventures of Mickey McGuire 
ond his Gang. Classics in the field of juvenile 
comedy, played by highly talented casts. Irre- 
sistibly appealing to children and grown-ups 
olike. Two reels each. List Price: $40.00 each. 
Available at leading Film Libraries. 
Write for FREE catalog to Dept. !!. 


POST PICTURES CORP. 


115 W. 45th St... New York 19.N_Y 
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(Foon EARTH OF AMERICA .. .” 


A new generation is farming the deep rich soil that is America’s 


heart . . . alert men who unite the traditional pioneer spirit of 
their fathers with scientific progress, to harvest from the geod 
earth crops more bountiful thak any in history. This tribute is 
indelibly conveyed in “From Good Earth*to Good Tables,”’ pro- 
duced for Minnesota Valley Cattning Co.—whose Green Giant 


label has attained world prominence. 


Like the Minnesota Valley Canning Co., we take pride in our 
own achievements .. . the making of distinguished films for 


American business and industry. 
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with the CAG0VARC in 16mm projection 


@ National Carbon Company’s “Pearlex” carbon arc delivers 1100 
lumens of light on the screen through an f./1.6 lens and shutter of 
60% transmission. This is four times as much light as is delivered 
by other types of light sources under identical conditions. 
What does this mean to you? 
1. With a “Pearlex” carbon arc you can seat 400 people with 
optimum visibility ...800 with adequate visibility. 
2. The “Pearlex” carbon arc can be operated for about 1 the SS ee 
cost of the next best 16mm light source, while delivering four NATIONAL CARBON COMPANY. INC. 
times as much light. ee 8 num Gouna is 
3. The brilliant white light from a “Pearlex” carbon arc makes ri 
your 16mm color movies glow with the full rich beauty formerly on 


. . 30 East 42nd Street, New York 17, N.Y 
seen only in 35mm movies. 


Division Sales Offices: Atlanta, Chicago, Dallas, 
For more information on the use of the carbon arc in 16mm Kansas City, New York, Pittsburgh, San Francisco 
projection, write to National Carbon Company, Inc., Dept. B. 
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Greater than ever' 


> Nazoiat 259") ce 


16mm. sound projector at this amazingly low price! 
(with silent speed) . 


HERE’S PROOF! AMAZING ACTUAL TESTS 





























= 
IN HEAVY DEMAND 
BY THE INDUSTRIES . 4, we prefer the projector 
WHICH PUT PORTABLE | -<" nossible.! uy iy WORLD'S FINEST Ge 
PROJECTORS TO THEIR ee eS ee seal ‘16mm. professional sii 
SEVEREST TESTS. ali © sound film projector A 4 
is vs pet 
here’s why Natco is first in 16mm. projection NATCO, INC. 505 N. SACRAMENTO BLVD., CHICAGO 12, ILL., DEPT..1 
® The ONLY axial-flow cooling system! ® 2-inch F 1.6 coated lens Gentlemen: Please send me information and descriptive literature 
®@ The ONLY 8” P.M. speaker at the price! ® Frequency range 30 to 10,000 cycles without charge or obligation. 
@ THE ONLY 5-watt amplifier at the price! ® Microphone and turntable attachment optional 
@ No convertors necessary, ® Projector only, with reel arms 28 Ibs. 
AC-DC 105-125 volt, 50 or 60 cycle ® Total weight — 37 Ibs. (Projector and Speaker in NAME 
@ Up to 2000 ft. film capacity one case) 
@ 750-watt lamp (1000-watts can be used) @ Underwriters Laboratories approved ADDRESS. 
~~ CITY STATE 
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MILLIONS 
of Active, Purposeful 


AMERICANS 
Meet Every Week 





Adult Education Groups AF of I 
American Legions B'nai Brith - Boy 
Scouts - CIO - Chambers of Commerce 
Churches Community Cen 
ters - D.AL.R Dental Societies - Eagles 
Elks Eastern Stat Farm Bureaus 
1-H Clubs Foremen’s Clubs - Future 
Farmers Garden Clubs 
Holy Name Societies 


Colleges 


Granges 
Hospitals Jun 
Kiwanis Knights of 


' 
' 
1 
1 
1 
i 
' 
' 
' 
' 
i 
1 
' 
1 
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; ior Leagues 
i Columbus Lodges Masons Medical 
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i 
i 
1 
' 
i 
1 
' 
' 
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i 
1 
' 
' 
' 
' 
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Societies Moose Mothers Clubs Op 
timists - Parents Teachers Political 
Clubs Professional Societies Salvation 
Army Rotary Rebeccahs Township 
High Schools - Veterans of Foreign Wars 
Women's Clubs - and many others. 


HAVE YOUR FILMS 
MEET WITH THEM 


@ Millions of influential Americans or- 
ganized in clubs, lodges, churches, trade 
groups, unions and veterans organizations, 
etc. meet each week for discussion and 
fellowship in the highest tradition of 
group-minded America. Motion pictures, 
with their audience appeal and emotional 
impact, provide popular program material 
which is in great demand among these 
active, purposeful audience groups. 


Modern Talking Picture 
Service, Inc. Is Now 
Supplying Film Programs 
fo 22,361 Organizations 
Each Month* 


* Total audiences served during January, 1948 


Write for facts and information on how 
Modern can serve your needs. 














8tG.u & Pat orf 


MODERN TALKING 
PICTURE SERVICE, INC. 


9 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
142 EAST ONTARIO STREET ° CHICAGO, II 
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FOOD INDUSTRY SERVICE 


Sponsor: Crown-Zellerbach Corporation. Film: 
Fresh and Good Looking. Producer: Gene 
K. Walker Productions. 


*%& Fresh and Good Looking, a picture that is 
highly unusual in its range of coverage, marks 
the entry into the visual aids field of one of 
the world’s great manufacturers and convert- 
ers ol paper. 

Showing the benefits which specialized pa- 
pers, developed for the food industry, have 
brought to the housewife, grower, shipper and 
merchant, Fresh and Good Looking covers 
some 32 separate paper items in a 30-minute 
span. Its more than 300 scenes, fairly evenly 
divided between interiors and exteriors, in- 
clude innumerable locations up and down the 
Pacific Coast. Such extreme mobility of the 
camera, indoors and out, and especially the 
lavish use of lighted interiors, give the film 
an unusual pictorial interest. 

\ partial selection of the items covered 
includes: Use of specialized papers in the 
growing of tomatoes, melons, dates and raisin 
grapes; laboratory development, and packing 
plant use, of special wraps for citrus fruits; 
manufacture of waxed papers, and their use 
in bakeries, butcher shops, grocery stores and 
homes; the use of paper in the frozen food 
industry, and in the transportation of field 
crops, such as lettuce and carrots. A forest 
sequence shows logging operations and the 
famous Crown-Zellerbach reforestation pro- 
gram. A mill sequence highlights the succes- 
sive steps of paper manufacture and conver- 
sion. Marketing of various types of paper- 
packaged foods is shown in an extensive mod- 
ern market sequence. 

\s a foil to the purely informative material, 
human interest is obtained through several 
studio sequences, with professional cast, which 
develop contrast between the drudgery of the 
old fashioned mother and the advantages of 
the modern housewife. This device, not new 
in itself, is given a new twist when, in a series 
of double-exposed “ghost’’ sequences, the old 
fashioned family is brought into the modern 
world with highly laughable results, 

In sum, Fresh and Good Looking is an in- 

teresting answer to the perennial problem: 
“How-shall-we-tell-the-story?” What might 
have become a dry-bones catalogue of over- 
whelming facts slides smoothly and swiftly 
through a multiplicity of scenes that keep 
interest alive through a continual change of 
pace and viewpoint. 
Technical: Three reels, full color, 16mm. Pro- 
duced by Gene K. Walker. Written by Wil- 
liam Thorp. Directed by William Thorp and 
Gene K. Walker. Cameramen: Charles Schel- 
ling and Russell Meyer. Magnetrack recording. 
Distribution: To grower, shipper and market- 
ing organizations, through field representa- 
tives of sponsor and subsidiary companies. 
Film will also be available to schools, service 
and women’s clubs, and other interested 
groups. Later release through regular distri- 
bution channels is contemplated. 





“A Fair Wage by Job Evaluation” 


* This new color sound slidefilm, independ- 
ently produced for syndicated sales to indus- 
try by Thadene Hayworth & Associates, of 
Hollywood, is intended to serve wage admini- 
strators, job analysts and other management 
people (such as supervisors and training di- 
rectors) concerned with job evaluation and 
related personnel problems. Simple, basic 
film content presents the general principles 
of job evaluation with good effect. Color ani- 
mation (see cut above) helps clarify the 
principles, presented step-by-step. 

A Fair Wage by Job Evaluation is sold 
complete with print, disc and _ instructor’s 
manual at $100. 


NATURAL RESOURCE FILM 

Sponsor: Richfield Oil Corp.; Film: Califor- 
nia’s Natural Resources; Producer: Rock- 
ett Pictures. 

* This film is one of the series on the natural 

resources of the United States, sponsored by 

private industry, but under supervision and 

for distribution by the U. S. Bureau of Mines. 

The picture is photographically excellent 
and gives a complete overview of the state’s 
assets and lacks, with the accent on assets. 
Pointed out is the enormous influence exer- 
cised on the agricultural and industrial de- 
velopment of the state by the presence and 
accessibility of natural resources. 

Chief lack of California is the absence of 
coal. This has been overcome to a great ex- 
tent by the harnessing of water power, and the 
development of petroleum sources—but it was 
not until these other sources of power were 
made available that industrial development 
could really blossom in the state—and so fast 
has it grown that there are still restrictions 
on the power supply. 

Water is equally important and it was not 
until huge dams and irrigation systems were 
built to divert the water of the region to the 
semi-arid plains and valleys that California’s 
great agricultural development could begin. 

Che film is an educational and general in- 
terest documentary, graphically cataloging the 
state’s resources and outlining their influence 
on its direction of growth, principle industries 
and crops. 

Che film is in color and approximately 30 min- 
utes in length. 

Distribution: handled by the Bureau of Mines’ 
film exchange at Pittsburgh. 
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\ Jew \dea... 
30 Years Old 


So TO, 


Yome business executives con- 
sider films whether motion 
picture or sound slide as a 


new sales tool. 


Actually, business films have 
been with us a long time long 
enough to have proved their un- 


rivalled effectiveness. 


The William J. Ganz Company 
was a pioneer in making films to 


express ideas. And it still is. 


The “new look’ in business is 
old stuff with us. For thirty years 
we've made business films for 
some of the biggest and most suc- 
cessful names in American busi- 


ness. 


Right now we've got a lot of new 
ideas that can make new business 


for you. 


W ould you 


like to hear about 


them? No obligation, of course, 


illiam J. Ganz 


Cc OM PAN Y 
Producers of Business-Building Films 
40 EAST 49TH ST., NEW YORK 17, N. Y. 

Established 1919 


BEHIND the SCREEN 


NEWS AND COMMENT OF THE MONTH 


* There’s good news this month for the rail 
freight-handlers of the nation with the an- 
nouncement by the Freight Claim Division 
of the Association of American Railroads of 
a new employee training motion picture 
Easy Does It, Picture and narration are de- 
voted to the training and retraining of all 
yard personnel concerned with switching of 
cars. Switching shock is believed to be the 
cause of greater damage to freight than any 
other preventable factor. 

Film was produced by Dudley Pictures 
Corporation and directed by Herman Boxer. 
Supervision was by Albert L. Green, Special 
Representative of the National Freight Loss 
and Damage Prevention Committee of the 
AAR. Prints of the 2-reel Kodachrome sub- 
ject are made available on an outright sale 
basis (pre-subscribed) to 
of the Association. 


Half of U.S. Farms Are Electrified 

*% In 1935 only 10.0% of U.S. farms used 
electricity. By 1947, 12 years after the birth 
of the Rural Electrification Administration, 
61°, of the farms were using it. Electricity 
has been introduced into the operation of 
2,830,667 American farms in that brief time. 
Have you considered the effect of this con- 
tinuing advance upon your business? 


member carriers 


Chesterfield’s Film Distribution Program 
* The New Tobaccoland—USA, a thirty min- 
ute Chesterfield picture produced last year, is 
one of the most costly commercial film ven- 
tures ever undertaken. Produced (by Louis 
de Rochemont) at a cost estimated to be about 
$220,000, it will be distributed to maximum 
national absorption with a cost of about twice 
the production outlay. 

For this expense, the Liggett & Myers To- 
bacco Co. (via Newell-Emmett Co.) will 
eventually hit about as many schools, colleges, 
adult clubs, roadshowings, farm groups, fairs, 
carnivals and armed service outlets as any 
single sponsored film has ever reached. 

The New Tobaccoland—USA distribution 
got off to a slow start. Agency checks of book- 
ing and attendance last summer proved that 
the film was being shown at that time to 
second rate audiences and poor attendance. 
Chis necessitated a complete revision of plans 
last fall and a new distribution program was 
placed in operation at the beginning of 1948. 

Now moving along in high gear, Chester- 
field distribution consists of several separate 
promotions: (1) Modern Talking Pictures 
Service, newly contracted for the job, is deliv- 
ering top grade high school and adult club 
audiences and currently has 150 prints in cir- 
culation. This circulation is being promoted 
by direct mail and by personal solicitation 
through Modern’s 26 regional exchanges. (2) 
Liggett & Myers is sponsoring Chesterfield 
Week on most college campuses. During these 
affairs 100 prints of the film will circulate. 
Chesterfield field forces will handle all ar- 


rangements; Modern exchanges will under- 


take print delivery and projection service. (3) 
The Farm Film Foundation is booking 20 
prints into rural audiences. (4) A special deal 
is being made with Navy outlets for showings 
at Naval bases and on shipboard. 

What kind of film justifies these elaborate 
circulation plans? For one thing, it is a de- 
cidedly beautiful picture. Produced in color, 
no expense was spared to insure a full range 
of A-] motion picture techniques and pictorial 
effects. It is a story of the tobacco growing 
industry from seed-bed to cigarette, in which 
every farmer is prosperous and every field 
fertile. 

There has been some criticism that this 
rosy-hued aspect is over-done—that a story of 
tobacco land and tobacco growers should con- 
tain more material of truthful social signifi- 
cance. Others say that, after all, this is an ad- 
vertising film and the best face of the industry 
is the only natural one to show. 

The New Tobaccoland—USA is such a big 
production that some kind of criticism from 
the trade is inevitable. Nevertheless, the film 
is particularly timely in that it high-lights the 
brighter aspects of a farming community now 
enjoying the greatest prosperity. It helps to 
correct many misconceptions as to the tobacco 
farmer and his way of life. Today no crop as 
extensively grown as tobacco, yields as high 
a dollar return per acre, Many farmers aver- 
age $500 and upwards per acre for their crop. 
It points out that industry and modern meth- 
ods pay off as abundantly in ‘Tobacco-land 
as anywhere in America. ® 





for price and quality 


COMPCO 


precision manu actured 


STEEL FILM CANS 
AND REELS 


Tempered steel reels hold to width... 
eliminate film rubbing and binding. Cans 
protect your valuable films from damage 
in shipping and handling. Reels and cans 
are lustrous, baked-on, hammertone gray 
finish. 





Write today for literature and price list 


COMPCO CORPORATION 


2253 W. ST. PAUL AVE. 


CHICAGO 47, ILLINOIS 
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If your slide film needs sound at all, it needs sound at its best. Sound 
just as clear and faithful as the recordings you hear over the air. 
And that’s exactly what you will get, if you insist on the new 
Columbia Transcriptions for your next slide film. For Columbia’s 
new technique uses pure Vinylite pressings to reproduce your sales é 
i. story with the most life-like fidelity and the utmost freedom from 
surface noise. Further, in recording these slide film transcriptions, 
Columbia adheres to all standards adopted by the National Asso- o 
ciation of Broadcasters for radio transcriptions. 
These new Columbia Transcriptions are flexible. They can be 
; ; ; DIVISION OF COLUMBIA RECORDS INC 
] fely—for th ’t break dily, fd d. But 
owe ue Camp oe Chap ee ; —_ yen ’ y wp she eat . 799 Seventh Avenue, New York, N. Y. Circle 5-7300 
their greatest advantage is their superiority in tone and their perfect Chicago: Wrigley Building, 410 North Michigan Ave. 
clarity. No one ever has to strain to get your sales story. From your Whitehall 6000 
opening fanfare, through your sales message to the closing signature Hollywood: 6624 Romaine Street. Granite 4134 
every note and word comes across clearly and distinctly—nothing is 
= missed. May we demonstrate the difference to you? —_@p-— Trade-marks "Columbia" and @ Reg. U.S. Pat. Off 
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Secretary of Navy John Tf 
(left) pre sents Certificate of 
Jamison Handy al 
(Official U.S 


(ABOVE) 
Sullivan 
Merit award to Mr 
Washington 
Navy Photo) 


ceremony 


%& JAMISON HANpy, President of 
THe JAM HANpby 
Detroit, has just 


CORGANIZATION, 
received the 


President's Certificate of Merit 
awarded in recognition of his out 
standing services during World 


War II in aiding “the develop 
ment, 
production of highly diversified, 


improvement and rapid 
specialized, technical visual aids, 
and training devices, and in pro 
viding rapid and effective train 
ing services for the personnel of 
the Navy's air arm, which proved 
to be invaluable contributions to 
the war effort of the United 
States.” 

In presenting the citation, the 
Secretary of the Navy, John L. 
Sullivan-said, in part, “Your con 
tributions greatly speeded up the 
training and many 
thousands of back in 
America today in their homes and 


processes of 


men are 





Presidential Honors to Jamison Handy 


CERTIFICATE OF MERIT AWARDED FOR WAR SERVICES 


with their families, safely returned 
and returned sooner because ol 
your contributions to the training 
program.” 

Phe Certificate of Merit states: 

“The President of the United 
States of America awards this Ce 
tificate of Merit to Jamison Han 
dy for the outstanding fidelity 
and meritorious conduct in aid 
ol the war effort against the com 
mon enemies of the United States 
and its Allies in World War II.” 

Behind the closely guarded 
secrets of World War II is the 
litthe known story of the widely 
varied contributions made by the 
men of the Jam Handy organiza 
tion. In- receiving the Merit 
Award on their behalf, Mr. Handy 
reviewed the broad assignment 
to his Organization as that of 
“bringing specific numbers ol 
men to specified competence in 


skills a 


specified times which were dete1 


terms of operational 
mined by the availabilitiy of wa 
material.” 

Although more than 2,000 film 
subjects produced by the Handy 
Organization were either adapted 
Navy 
use, aid to other producers and 


or created for Army: and 


the creation of special devices 
were of the utmost importance 
to the war effort. The “applica- 
tion and adaptation of processes 
of illusion made it possible to 
thousands of Navy air 
trainees to battle competence 
under conditions of safety and 
without loss of material.” 


bring 


Vesting and research procedures 
learned in prewar industry were 
also applied to war needs. Cli- 
testing and 


matic conditioning 


lor pilots and other personnel 
was adapted by Handy engineers 
so that men were made familia 
in advance with combat condi- 
tions to be encountered in far-off 
parts of the world. 

Some of the familiar 
Handy 


devices as the gunnery 


most 


contributions were such 
trainer, 
models and mockups and special 
aids to gunnery and bombsight 
accuracy. About 71°, of the films 
especially produced for the serv- 
ices were Naval Aviation subjects. 
Not only were these devices pro- 
duced but the Organization main- 


tained nationwide service crews 
and special personnel to train 
trainers and to service installa- 


tions at bases and depots. 






Briefs About New Television 


Commercial Film Productions 


@ As part of its 1948 television 
spot campaign, Cresta BLANCA 
Wine Co. has signed with Para- 
mount video outlets KTLa, Los 
Angeles, and Wks, Chicago, for 
a twenty-six week series of one- 
minute animated film commer- 
cials. 

The contract, calling for five 
evening spots weekly over KTLa, 
and three over WBkB, was ar- 
ranged by Biow Company Inc. 
agency for the wine company, and 
John Dickinson of Paramount's 
New York television department. 
Fisher Films Via Television 
@ To secure a wide television au- 
dience for its regular public rela- 
tion motion pictures, General Mo- 
tor’s FisHER Bopy Division recent- 
ly sponsored four film programs 
over WMAL, Washington, WMAR- 
rv, Baltimore, and WFiL-tv, Phila- 
Asc, the 
shows consisted entirely of Fisher 


delphia. Arranged by 


Body-sponsoted productions—four 
in all—including First Century of 
Baseball, Build To Own 
Design, Lets Go Fishing, and 


Your 


Let’s Go Fishing Again. 
These films were originally pro- 
duced by Wilding Picture Pro- 


ductions, Inc. 





Since 


1111 South Boulevard - 








Oak Park, Illinois 


YG, TELEVISION... 


FILMS 


are the 
ANSWER 


1913 


Advertising agencies and sponsors are invited to consult with us on production and 
special techniques in laboratory processing of films for television . . . Atlas Film 
Corporation . . . creators and producers of motion pictures and sound slidefilms. 
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16mm. SOUND PROJECTOR, 
AMPLIFIER, SPEAKER AND 
SCREEN... ALL-IN-ONE 
SMALL, COMPACT CASE 
WEIGHING LESS THAN 31 LBS. 
"Theatre 
ina 


Highest quality 16 mm. sound projector in 
: the lowest price field—the new postwar- 
Suitcase” _ engineered DeVry "BANTAM" is a truly 
champion performer. Brilliant 750-1000 watt 
illumination, thrilling life-like sound! Has 
BIG projector features which make DeVry 
equipment ‘wanted most by most people!” 


Today's greatest $ feye) 
value at ONLY ee en 325 


Sey By AMON ta Pomme. Seuntl S byjeclion 


The perfectionist’s projector— 

DeVry's “SUPER-16"' gives you super 

screen brilliance combined with 
super richness and fidelity of sound 

.. unmatched by any other 16 mm. 

sound projector. The smartest look- , P 

ing, smoothest performing, sweet- i. Speaker 
est running projector EVER—and by m 
far the most beautiful. Weighs Cn . Matching 
slightly more than the "BANTAM". ‘ , ah Aluminum 
Meets the exacting demands of the f : Case 
most discriminating. 


DeVry CORPORATION 


- 1111 Armitage Avenue, Chicago 14, Illinois 
AS 7 Please send details on [_[] DeVry “Bantam” projector; 
WAX < (1) DeVry “Super 16” (11000 Series) Projector. 


ec Tors 
mctuRt CAMERAS and ne 
motion 


Name 
Only 5 Time Winner of Army 


Navy ‘'E" Award for Motion Address 
Picture Sound Equipment 
a «= 
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Whether you require slidefilms or motion pictures —one film 
or a complete program —we work out a pattern after careful 
measurement of your needs and then produce to suit. 


SALES TRAINING...PUBLIC RELATIONS 
PRODUCT PRESENTATION...SALES PROMOTION 
INDUSTRIAL RELATIONS...SERVICE TRAINING 


E Sid One, EEE 


165 WEST 46TH STREET NEW YORK 19 





18 


BUSINESS SCREEN MAGAZINE 


-— 








OBODY has ever loved the bell. Since 
its inception, everybody concerned 
with the sound slidefilm has said: 

“Wouldn't it be swell to get rid of the bell?” 
Writers have taken great pains to bury it 
between phrases and clauses. Producers have 
endeavored to muffle its sound to the point 
where only an acute ear could catch it. In 
desperation, on occasion it has even been 
glamorized. An oriental treatment substituting 
a Chinese gong for the bell was attempted on 
one production. The effect in opening titles 
was spine-tingling but ninety-seven Chinese 
gongs later the audience went out of the meet- 
ing gibbering. 

Nonetheless the sound slidefilm has found 
great favor in business and industry. Now its 
acceptance promises to be even greater with 
the announcement of new sound slidefilm 
equipment featuring automatic advance of 
the pictures and elimination of the audible 
note or “bell” on the recording. Three manu- 
facturers have announced equipment of this 
type. Two Midwestern firms, Illustravox (Mag- 
navox) and Operadio, utilize the low-frequen- 
cy note imbedded in the recording to actuate 
an automatic advance mechanism. Operadio 
has also developed an entirely exclusive meth- 
od employing a light cue on the filmstrip for 
the “advance.” An Eastern company (Sound- 
view) utilizes a high frequency note to actuate 
the advance. 

Of the three “systems” thus far marketed, 
an impartial technical committee of Midwes- 
tern producers and sound recording experts 
has favored the low frequency advance. Among 
the points they considered were the following: 

1. The automatic advance should be “sound- 
less” and permit the uninterrupted flow of 
speech and music, sound effects, etc. on the 
recording without pause or audible “bells.” 

2. It should be as nearly “‘fool-proof” as 
possible so that the automatic advance will 
operate under all field conditions and be easily 
and accurately operated by unskilled field 
salesmen, etc, 

3. It should be durable and constructed 
with a minimum of delicate parts subject to 
field damage. 

4. Production methods, including color and 
black and white picture making, should be 
affected as little as possible. 

5. A “single standard” throughout the field 
is a most desirable advantage so that users 
may convert existing machines to the auto- 
matic advance and so that new programs may 
be produced without regard to varying types 
of equipment and recording methods in the 
field, Such a development would tend to 
retard the increasing sale of syndicated sound 
slidefilms and hamper field use of training 
and sales programs for national sponsors. 

There is apparently such reliability and 
flexibility in the low frequency advance prin- 
ciple. Speech, music, and all kinds of sound 
effects can be recorded “over” 30-cycle “op- 
erate” tones. Record wear, scratches and blunt 
needles—customary hazards of field use—don't 
faze this method. As developed by W. A. 
Palmer and Jack Mullin, partners in the W. 
A. Palmer Company and originators of the 
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Nlidefilms 


“30-50 automatic” slidefilm system utilized in 
one type of equipment, there is positive 
action and complete reliability. 

In Palmer-Mullin’s method, a 50-cycle o1 
“lock-out” tone is recorded throughout the 
record at a level such that it does not inter- 
fere with normal sound. This tone serves to 
lock out, or block the automatic unit from 
being tripped falsely. When a picture change 
is desired, the 50-cycle tone is stopped and a 
30-cycle or “operate’’ tone is then recorded. 


“New” Medium 


* DEATH KNELL OF THE BELL OPENS NEW CREATIVE PHASE - 


Ihrough these developments, an entirely 
new medium is likely to emerge. A new 
approach is already at hand for production 
of smooth-flowing sound slidefilms that employ 
the finest techniques of radio and motion 
pictures. The realism of uninterrupted speech 
and sound effects must be heard to be appre 
ciated, The sound-less flow of pictures on 
the lighted screen begins to approach the high 
degree of audience interest and appreciation 
which sound slidefilm users have long awaited, 


Industrial Audio-Visual Association Holds Annual Meeting 


*% Representatives of 21 member companies 
of the Industrial Audio Visual Association, 
professional organization composed of men 
who guide the film programs of these national 
business firms, met at Chicago's Stevens Hotel 
on February 17-19. The three day conference 
was the second annual meeting of the group. 

W. M. Bastable of the Films Division, Swift 
& Company, and one of the founding mem- 
bers of the IAVA, was elected president suc- 
ceeding Paul Lawrence. F. Merle Johnson, 
Public Relations Department, General Motors 
Corporation, is the newly elected vice-presi- 
dent. R. M. Hogan, Kraft Foods Company, 
is treasurer. William Cox, film manager for 


the Santa Fe Lines, was elected corresponding 
secretary and Daniel Rochford of the Indus- 
trial Relations staff, Standard Oil Company 
(N.J.) is the new recording secretary. 





Highlight of the luncheon and dinner pro 
grams was an address by C. Scott Fletcher, 
president of Encyclopaedia Britannica Films 
and a trustee of the Committee tor Econom 
Development. Mr, Fletcher spoke on “New 
Communications in Business.” 

Detailed case histories on member company 
films were presented at Opening sessions, fol 
lowed by a presentation of new projection 
equipment including automatic advance sound 
slidefilms. 

Members also heard Daniel Rochtord, in 
dustrial relations representative from the 
Standard Oil Company (N.J.) describe recent 
company film operations, including the use 
of motion pictures to stimulate employee 
suggestions. A visit to the projection and 
presentation room of Swift and Company, 
Chicago, was another featured event. 

Five members of the Advisory Council ol 
the [AVA have also been named for the 1948 
19 period: Frank Howe, Pan American Wor ld 
Airways; C. R. Coneway, Humble Oil & Re 
finery Company; Tom Hope, General Mills 
and Edward Baumer, Prudential Insurance 
Company, are the regional members. Eight 
new members were formally inducted includ 
ing representatives of such companies as 
Bridgeport Brass, John Deere, International 
Harvester, Johnson & Johnson, N. Y. Central 
Lines, Prudential Insurance Co., and Sears 
Roebuck & Co. = 
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PAIR OF HANDS appeared in a spot of light close by as 
the tithe Meet North Carolina lighted up the screen. As the 
film unreeled, the hands moved in sign language synchro- 

nized with spoken narration while the audience, by some sixth sense, 
watched the movie and “listened”’ to the commentary at the same time. 

This was one of 3,173 showings of Meet North Carolina last year. 
After the showing, Dr. C. E. Rankin, superintendent of the North Caro- 
lina School for the Deaf, wrote the Esso Standard Oil Company, “We 
have difficulty securing good films for our pupils and I wanted to let 
you know that we sincerely appreciate the fine Esso films you have sup- 
plied, and again let me thank you for your kindness to our children and 
for the company’s continued interest in them.” 


Marquis Childs, noted press correspondent, in a dispatch from 
Warsaw, recently commented on a showing of State Department films: 
“One of the most popular of these films was made by the Standard Oil 
Company of New Jersey to advertise the joys of motoring in West 
Virginia. It shows the beauty of the countryside and the strength of 
industry 


“One Polish movie-goer was heard to remark ‘What a wonderful 
country America is! What beautiful highways! And—did you notice 


that nobody was walking on them’ ” 


Ihe Polish movie-goer was one of 408,918 to see A Date With West 
Virginia last year. 

Ihese instances are but a few of the unusual applications of Esso’s 
new state series of motion pictures, During 1947, the company compiled 
a total of 30,806 showings and a total audience of 4,511,275. 


Esso’s motion pictures and slidefilms are used for practically every 
purpose—training, rural promotion, direct advertising, customer and 
supplier relations and many others. ‘The state series is probably the 
most important facet of Esso film operations from the standpoint of 
time, effort and expense involved, and of overall results gained. 

Esso’s state series will eventually cover the territories of the twelve 
operating districts of the company, ten individual states and two com- 
binations of states (New England and Delaware-Maryland-District of 
Columbia). To date six films have been completed and released; six 
more will be completed with about four month intervals between each. 

West Virginia was chosen as the first subject of the series because, 
although a beautiful state scenically, and an important one industrially, 
West Virginia is not as well known to the tourist as are others in Esso 
Marketers’ territory. Besides A Date With West Virginia, other pictures 
completed are New England Calling, New Jersey Journey, Meet North 
Carolina, This 1s Louisiana, and Pennsylvania. 

Ihe prime purpose of the series is to encourage travel. Films of 
each state are shown not only in that state but in all the others. While 
there is no advertising in any film (not even a billboard or a gas sta 


tion) beyond title and end credits, Esso feels that the more travelers. 
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STANDARD OIL OF NEW JERSEY 
PROGRAM SERVES THE PEOPLE 


(LEFT) PENNSYLVANIA STATE AND Civic OFFICIALS 
in the Forum, Education Building at Harrisburg 
hear Governor James H. Duff laud Esso Marketers 
recent motion picture of that state. 


the more customers for Esso products. In addition to travel promotion, 
a secondary but very important value of the films is in enhancing the 
company’s relations with each state and its government; for each film 
is much more a promotion of the state itself than of Esso. 


A third important use of the films is in training company employees. 
Esso sales trainees, in many districts, are instructed in motion picture 
projection work. As a part of their indoctrination in company policies, 
methods and relations with the public, new salesmen are sent into the 
field to arrange and fulfill film showings. Besides representing the com- 
pany before the public in these showings, the sales trainee visits and 
talks to other Esso representatives and gets to know personally the 
Esso people in his entire district. 

A typical example of Esso’s promotional activities with state films 
occurred last October upon release of Pennsylvania. Tying in with 
the state sponsored Pennsylvania Week, the new Esso film was first 
shown to an audience of 1,500 state government employees at the Forum 
of the Education Building in Harrisburg. Here W. E. Black, Esso divi- 
sion manager, presented the film to Governor James H. Duff, and re- 
ceived the commendation of Mr. Duff and of Orrus J]. Matthews, Secre- 
tary of Commerce, who was official host on the occasion. 


Following the premiere in Harrisburg the film was shown to more 





NorTH CAROLINA Greets Esso Fitm at Raleigh preview attended by 
state and cwic leaders. The late Josephus Daniels, famed publisher 
and former Secretary of the Navy, is seated far left at speaker's table. 
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MOTION PICTURE ACTIVITY, ALL DIVISIONS, 1947 vs 1946 
-_. 1947 1946 
Showings Attendance Showings Attendance 
New England 5,292 529,540 3,294 388,843 
New York 1,744 201,381 866 97,989 
New Jersey 4,433 655,484 752 81,482 
Pennsylvania 4,160 882,424 2,363 352,901 
Del-Md-D.C. 2,125 195,712 504 116,665 
Total Northern Divs. 17,754 2,464,541 8,779 1,037,880 
Virginia 1,242 141,026 560 80,365 
a West Virginia 1,017 120,662 1,016 167,373 
North Carolina 1,543 854,199 829 190,987 
South Carolina 2,296 340,234 711 171,840 
Tennessee 849 206,229 803 169,478 
Arkansas 525 42,987 264 18,005 
Louisiana 2,580 341,397 $20 91,262 
Total Southern Divs. 13,052 2,046,734 1,603 889,310 
Showings by Y.M.C.A. — ~ 524 91,137 
GRAND TOTAL 30,806 1,511,275 13,906 2,018,327 





than 160 organizations throughout the state during Pennsylvania Week. 
Each Esso station displayed a poster on the film saying, “Ask Us About 
It’. Wanamaker’s department store in Philadelphia showed the picture 
in its auditorium during the week and featured announcements of the 
showings in radio and newspaper advertisements and in window displays. 
Similar promotions have accompanied other presentations.  Fol- 
lowing the New Jersey premieres, which were attended by 1,300 im- 
portant state officials and special invited guests, newspaper clippings in 
the state on the film went over the 100 mark and booking requests 
| amounted to 351 purely on this advance publicity. The New Jersey 
film was shown to 3,000 attending the American Banker's Association 
2 convention in Atlantic City, to 24,000 Western Electric employees at 
Kearny, 7,500 Kresge store employees in Newark, and to Rutgers and 
Princeton faculties as an initial promotion before regular screenings 

had begun. 

In North Carolina, Governor R. Gregg Cherry was host to 300 state 
officials at the premiere of Meet North Carolina, and praised the com- 
pany “for its civic enterprise and foresight in issuing such a film purely 
as a public service and with no advertising material throughout its 
thirty minute running time”’. 

At the Louisiana state film premiere, Governor Davis and Mayon 
Morrison of New Orleans praised the company’s film effort on behalf 
of that state’s travel and business interests. ry 





LouisiANA Civic CELEBRITIES PREVIEW Esso’s state film at New Orleans 
District showings attended by more than 800. Both the Governor and 
Mayor DeLesseps Morrison of New Orleans lauded the film. 
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Virgil Cox, Tennessee Division motion picture representative whose 
activities are described below, shows Esso films at a school. 


HOW ESSO CONDUCTS FIELD SHOWS 


ACH  ESSO’ DIVISION op 
erates its motion picture ac 
tivities in a slightly differ- 
ent manner involving employees, 
trainees, and outside projection 
agencies. 
how the 


However, an outline of 
Tennessee division con 
ducts its movie promotion is in 
teresting as an example of the at 
tention to detail and opportunity 
for gaining public good will that 
characterizes all the divisions. It 
could well be a model for any 
company which has a similar field 
operation, 

Virgil Cox, one of Esso Stand 
ard Oil's Tennessee motion pic- 
ture representatives, reports his 
promotion methods as follows: 
A. Gathering Materials 

1. We write the chamber ol 
commerce in every city in Decem- 
ber of year for their latest 
We also ask the 
superintendent of schools for a 
list of principals and schools. The 


each 
list of all clubs. 


addresses of all churches are found 
in the telephone directory. A 
permanent record is kept of all 
clubs not listed by the chamber 


of commerce. 





a We have form letters pre 


pared. 

3. A large supply of handbills 
is kept in stock. 

4. Envelopes are addressed in 
advance, 
B. Mailing Material 

1. All material is mailed to a 
city thirty days before I arrive 


there. Clubs are advised to ai 
range lor the booking of their pro 
gram a month in advance. 

2. Company envelopes with 
return address are used exclusive 
ly. Letters are 
to the 


tary 


usually addressed 


club secretary; the secre 
always passes it on to the 
program chairman. 

3. The form letter is printed 
on stationery 


letterhead. 


with the company 
The fact that there 
is no cost for the showing is men 
tioned in the letter, as is the dat 
of arriving and leaving and ow 
telephone number and 
while visiting that city, 


address 
The divi 
sion manager signs the letter. 

t. The request 
cluded in all 


form is in 
This prac 
find stimulates clubs to 
write for shows before I arrive. 


letters. 
tice we 


5. Descriptive circulars of all 
Esso movies—the Thaw-Asia_ se 
ries, the state films and technical 
movies—are mailed to all clubs. 
We find the clubs get a_ better 
idea of the variety of shows avail 
able this way. 

C. Mailing List 

1. We mail 

city, 


9 


to all clubs in a 


All written requests received 
answered and 
placed in our letter file. 

3. Upon arriving in a city | 
secure permission from the su 
perintendent of schools to show 
our pictures in the schools. Ma 
terial is then mailed to the schools. 


from a city are 


D. Bookings 

1. We try to handle all writ 
ten requests which we 
ceived first. 

2. We try to book clubs first, 
as they usually have a certain 
date to meet; then we fill in with 
16) 


have re 


(CONTINUED ON PAGE 
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In production on the new filmed commerciais for the Camel Cigarette television newsreel 
series described below. The commercials were produced by Transfilm, New York. 


FARM PRODUCT PROMOTION 
Sponsor: The Texas Company. Film: You 
{pple Orchard, Producer: Audio Produc 
tions, Inc. 
* This is the second in Texaco’s series of colo 
films on major farm products. Like its pred 
ecessor, The Chicken of Tomorrow, Yow 
1 pple Orchard will be used as a feature edu 
cational subject in Texaco’s Farm Forum 
meetings, regularly held in rural communi 
ties throughout the year. 

\ farmer is a major user of petroleum prod 
ucts. Whether stockman, poultryman, orch 
ardist, or grower, the modern farmer has eith 
er already mechanized most of the processes 
of his farm or probably soon intends to. 

Natually, this great market is important to 
petroleum suppliers. As farming is a homo 
geneous profession, and groups concerned with 
agricultural problems meet frequently, the 
methods of reaching them with advertising are 
not as diversified as in marketing to othet 
Mainly, three media 
are of primary consideration for all suppliers 


petroleum consumers, 


on a national scale: farm publications, dis 
trict newspapers and farm motion picture dis 
tribution. 

While the first two of these media are im 
portant, motion pictures probably reach more 
farmers and leave a more lasting impression. 
Che sponsored film for farmers offers a good 
deal more than product advertising. A typical 
film will provide news of recent agricultural 
developments, demonstrate new devices, and 
will be designed to interest the whole farm 
family from junior to grandma. 

Texaco’s farm product series will eventually 
provide a complete library of films on specifi 
products. These will supplement other films 
on a great variety of subjects. 

Your Apple Orchard describes apple cul 
ture from the seedling to the mature fruit. It 
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mentions various methods of cultivation, dif- 
ferent types of fruit, and systems of packing 
and grading. 

Technical Notes: The commercial consists of 
showing a red Texaco truck and pump, plus 
title and end credits. No commercial in the 
narration. Your Apple Orchard was photo- 
graphed in Kodachrome in several large apple 
producing areas. Animated sequences of bees 
pollinating apple blossoms are particularly 
good. Running time: 18 minutes. 
Distribution: Rural, by Texaco field represen- 
tatives. 


Camels and Oldsmobile Sign for 
New Television Newsreel Series 


* Two filmed-news coverage contracts for 
Nac television presentation were signed in 
New York early this month* 

rhe first, signed with R. J. ReyNotps To- 
sacco Co.. (Wm. Esty & Co., agency), calls 
for a daily 10-min newsreel series with middle 
and end commercials spotlighting Camels 
Cigarettes. The programs will be carried ini- 
tially over Nsc’s Eastern network, and later 
over midwest and Pacific Coast affiliates. 

Reynolds commercials, produced by TRANs- 
FILM INc., combine live action and animation 
and feature the familiar ““T-Zone” and “Ex- 
perience” themes of current Camel ads. The 
newsreels will be 20th Century Fox-Movietone 
productions which will incorporate special 
techniques to emphasize medium and close-up 
shots for greater television clarity. 

Both animation and live art help to make 
the filmed commercials extremely interesting 
and eye-catching for the growing television 
audience. 

Under terms of the second contract, OLps- 
MOBILE Division of General Motors (D. P. 
Brothers & Co., Agency) will sponsor Nsc’s 
weekly Review of the News, Sundays over 
Wnest, New York, for thirteen weeks. 


WAY D 
TRS DS 


MATERIALS HANDLING FILM 


Sponsor: Automatic Transportation Company 
(Division of Yale and Towne Mfg. Co.) ; 
Film: Transporter Newsreel; Producer: 
William J. Ganz Co, 

Production engineers have long pointed out 
that the only major opportunity remaining 
for reduction in manufacturing and distribu- 
tion costs lies in the adoption of modern ma- 
terials handling methods on a wide scale. 

Approximately 80 per cent of all unskilled 
labor is still employed in handling of mate- 
rials. Yet, modern handling equipment, all of 
which is designed to take the load from a 
man’s back and place it on a machine, enables 
tasks formerly performed by this labor force 
to be accomplished almost effortlessly. Human 
energy—limited and inefficient—is provided re- 
lief, and labor is upgraded to more productive 
assignments, 

This theme has been the motivating factor 
behind all three of Automatic Transportation 
Company's recent motion pictures. In the first, 
Pay Loads Pay Off, produced last year, equip- 
ment of many manufacturers was featured, 
and the film was non-commercial in that ma- 
terials handling equipment in general was de- 
scribed rather than only ATC’s products. A 
short second picture, Skylift Newsreel, was 
distributed with Pay Loads Pay Off and pro- 
vided ATC with some sales promotion along 
with the general message. 

The latest release of ATC, previewed last 
month, is Transporter Newsreel, a selling pic- 
ture based on the performance and physical 
characteristics of three ATC hand trucks—the 
Transporter, Transtractor and Transtacker. 

Transporter Newsreel is a pictorial study of 
materials handling methods and operations. 
It provides a dual aid as both a means of show- 
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ing management ways to improve their ma- 
terials handling methods and of giving visual 
instruction on the best applications of motor- 
ized hand trucks. 

Technical Notes: Transporter Newsreel is 18 
minutes, black and white, sound. The movie 
was filmed with the cooperation of the Lehigh 
Warehouse & Transportation Co., at whose 
New Jersey warehouses the action was photo- 
graphed, 

Distribution: The film is available without 
charge to industrial plants, educational insti- 
tutions, engineering societies, business clubs 
and other groups interested in effecting great- 
er economies through mechanized handling. 
Prints can be obtained from Automatic Trans- 
portation Co., 149 West 87th St., Chicago 20, 
or ATC representatives in principal cities, 





PIPELINE PUBLIC RELATIONS 





Sponsor: Southern California Gas Company. 
Film: Westward Flow Producer: Polaris 
Pictures 

* Purpose of the picture is purely public re- 
lations. It is a documentary record of the 
building of the 1200 mile Texas-California 
gas pipeline, and of the mountainous desert 
country through which it passes. Because of 
the terrain, the cost of the huge construction 
project exceeded 67 million dollars, 

As a consumer picture it will be shown to 
thousands of general and school audiences in 
the area served by the Southern California 
and Southern Counties Gas Company. Edu- 
cational and interest value is high for all audi- 
ences. 

Aim of the sponsoring company is to en- 
large public interest and knowledge of the 
work of this big private utility, and to point 
out the foresight, planning and large invest- 
ments necessary to keep pace with the develop. 
ment of such a rapidly growing area as South- 
ern California. The film is intelligently han- 
dled in that it is not loaded with propaganda 
or company advertising, The sponsor is men- 
tioned only in the beginning and end titles. 

An interesting corollary to the making 
of this film is the production of two additional 
pictures, from the same photographic mate- 
rial, which will be used by other companies 
and audiences, One version, The Biggest Inch, 
is being made for the H. C. Price Company, 
Bartlesville, Oklahoma, on that company’s 
part in the construction of the 30-inch Cali- 
fornia section of the line. The other—The 
Flares Go Out—is being made for El Paso 
Natural Gas Company, through the Mithoff 
and White agency, El Paso. The latter film 
will be for local distribution in the El Paso 
territory and will feature the theme of con- 
servation of gas instead of wasting it in flares 
in the oil fields. 

Technical Notes: The California film is in 

color with a running time of 29 minutes. 

Photography, sound and musical score are all 

good throughout. 

Distribution: through the district offices of 

the sponsoring company and from a central 

film library. It is available only in the South- 
ern California area. 
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Farmer's wife learns ease of welding opera- 
tion in scene from “Welding Comes to the 
Farm”. 


WELDING COMES TO THE FARM 


Sponsor: Lincoln Electric Company, Film: 
Welding Comes to the Farm. Producer: 
Wilding Picture Productions, Inc. 

* To illustrate the importance of arc welding 

to the average farmer and to show how weld- 

ing is used on the farm in hundreds of dif- 
ferent interesting ways are the object of this 
new film sponsored by the Lincoln Electric 

Company of Cleveland, Ohio, produced by 

Wilding. The new picture Welding Comes 

To The Farm shows how farmers save time 

and money by having an arc welding machine 

on their farms for repairing broken and worn 

parts and for building handy equipment. 
The picture, filmed on many mid-western 

farms, illustrates such home-made equipment 
as a granary made from an old beer tank, a 
hay loader, a smokestack made from old hot 
water tanks, feeding troughs, fences, wagons, 
and many other normal farm items easily 
welded from scrap with a farm welding unit. 
Technical Notes: A secondary purpose of the 
picture is to show all Lincoln farm dealers 
just how a successful welding demonstration, 
or welding clinic, should be held. The film, 
which is approximately 25 minutes in length, 
is photographed in black and white. 

Distribution: available for showing to all in- 

terested farm groups via the sponsor. 


MARGARINE’S PRODUCT STORY 


Sponsor: National Cotton Council of Ameri- 
ca and the American Soybean Association. 
Film: Progress in Products. Producer: 
Audio Productions, Inc. 

* According to Lire (March 8, 1948) the 

coming battle between dairy and margarine 

interests in the House Agriculture Commit- 
tee will involve a saving to American house- 
wives of: $6 million per year in grocery bills, 

88 million of woman-hours of labor (coloring 

margarine), and 52 million of vitally needed 

grain now being used as cow food. 

The taxation of margarine is the only in- 
stance in which a tax has been levied on a 
particular food solely to restrict its sale for 
the benefit of another food. Despite all dairy 
arguments to the contrary, it is manifestly 





Rebuilding a worn: plow with welding in 
scene from Wilding film for Lincoln Electre 
Company. 


unfair, and public opinion is ‘finally suff- 
ciently aroused to provide a good chance for 
some action this year to lift the restrictions. 

As a part of the margarine interests’ public 
relations program the National Cotton Coun 
cil and the American Soybean Association 
have sponsored a new motion picture to tell 
the story of margarine, 

Progress in Products points out that “‘al- 
most every product we may need or use is 
the result of man’s ability to take the best 
qualities of nature’s products and by com- 
bination and alteration make them better 
suited to our requirements’. Lron, steel and 
the light metals, plastics, etc., being produced 
from natural materials is shown as analogous 
to the pure foods developed scientifically 
from other natural elements. 

Margarine is presented in the film as a good 
healthful food. Why it is so, and how it is 
produced is described in detail. But no com- 
parison is made between margarine and othe 
“spreads for bread”. This might seem slightly 
euphemistic since the controversy of margar- 
ine vs. butter is rather well established. 
However, the angle seems to be that margar- 
ine is well prepared to stand and be judged 
by itself as a food. The comparison of its 
flavor, nutrition, economy or other values as 
against butter is implied, but never stated. 
Technical Notes: Progress in Products is 25 
minutes in length, black and white. Scenes 
consist of factory, field and studio sets inter- 
spersed with a few stock shots. 

Distribution: Via Modern Talking Picture 
Service to schools and clubs, 














A scene in “Progress in Products” 
£ 
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The DeVry l6mm “Bantam” 


U.S. Army Signal Corps 


Lauds DeVry l6mm Projectors 


@ National press publicity was 
given last month to an ofhcial 
release by the photographic 
branch of the U. S. Army Signal 
Corps laboratories announcing the 
contract recently awarded the De 
Vry Corporation, Chicago, tor 
“new and improved designs” ol 
l6mm sound motion picture pro 
jection equipment to be supplied 
the Army in quantity this year 

The Army's enthusiasm for the 
new “Super” and “Bantam” de 
signs is based upon superior illu 
mination on the screen and “the 
sound quality of 35mm equip 
ment of the size generally used in 
public theatres.” 

New optical designs, matched 
with fast new projection lenses, 
are key factors in the new DeVry 
equipment. Similar contract 
awards from leading industrial 
concerns have increased the com 
pany’s production demand to the 
largest in peacetime history. The 
“Super 16” is the finest type ol 
professional equipment available 
in the company’s line; the DeVry 
“Bantam” was especially designed 
for the growing field use of pro 
jectors by dealers, salesmen and 
trainers as well as for school class 
rooms and the home market. It 
has many of the same optical and 
sound advantages but weighs only 
51 pounds complete with projec 
tor, amplifier, speaker and screen 
in one compact case, 

Announced list price of the 
“Bantam” is $325.00. 


Victor Animatograph . Appoints 
Five Special Representatives 

@ In keeping with Vicror AN 
MATOGRAPH’S recently announced 
program of general expansion, the 
Davenport, lowa, corporation has 
added five new special factory 
representatives to the sales depart 
ment. 

The new men—W. A. GILLuM, 
JOHN GREENWOOD, DAN STOELT- 
ING, JOHN CONLON, and KALMAN 
SPELLETICH—Wwill assist Victor deal 
ers and distributors in the promo 
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tion and sale of company equip- 
ment, 

Gillum, who handled alloca- 
tion of 35mm film for the Wai 
Production Board during the war, 
will concentrate his efforts in the 
Chicago metropolitan area, with 
Greenwood covering the Midwest 
Sales Division. 

Stoelting will headquarter in 
San Francisco but will travel 
throughout the Western Sales 
Division, and Conlon, who has 
been assigned to the East Coast, 
will work out of the Victor branch 
office in New York. 

Spelletich will remain at Sales 
Department headquarters in Dav- 
enport, 

\ll these men have been given 
extensive factory and sales train 
ing during the past 18 months. 


Along the Projection Lines 


U. S. Steel Corporation Now 
Producing Major Company Film 
@ Chicago area steel workers pre- 
pared to become motion picture 
actors this month as a camera 
crew arrived in the city to begin 
photographing location scenes for 
a new United States Steel Corpo- 
ration film. The crew includes 
cameramen, stage hands and elec- 
tricians and was accompanied by 
a truckload of lights and camera 
equipment, 

Scheduled for release sometime 
in May, the film will present the 
story of U. S. Steel’s reconversion 
activities from V-] Day to the 
present. Three crews will cover 
mills from coast to coast, shooting 
scenes of construction work, new 
plants, and production and em- 
ployee activities of U. S. Steel. 














All Pathescope merchandising films are in- 
dividually produced to meet specific problems 
for both manufacturer and retail outlet. . . 


Merchandising your goods to your cus- 


tomers... 


Merchandising your policies and 
methods to sales personnel. 


Call Merchandising Production Department 
Pathescope Productions, PLaza 7-5200 

for counsel and showings of Pathescope films 
already made for other clients. 
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The Forway “Little Giant” 


Forway Industries Announces 
“Little Giant” 16mm _ Projector 


@ Unpublicized to date because 
of the pressure of back orders 
contracted by large industrial and 
institutional accounts, the new 
lightweight 16mm sound projec- 
tor manufactured by Forway In- 
dustries, Camden, New Jersey has 
now been formally announced. 

The new projector, dubbed “the 
Little Giant” by its users, is said 
to combine the output of larger 
models in a lightweight, compact 
unit. The overall size 7/4” x 944” 
x15” and weight of only 27 
pounds are notable features. 

An engineered 4-stage audio 
amplifier, dual ball-bearing 
mounted sound drum and fly- 
wheel, and an exclusive system of 
sound track scanning are also 
noteworthy. A light optical SYS- 
tem called “Perismatic” promises 
to combine brilliant screen illu- 
mination with a comparatively 
cool aperture plate in an effort to 
reduce film brittleness and buck- 
ling. 

All operating controls are cen- 
tralized and another exclusive 
Forway feature is the removable 
film gate which facilitates clean- 
ing of the aperture and film chan- 
nels to reduce film damage. 

Reel arms mount above table 
level and sizes up to 2,000-foot 
are accommodated. A_ patented 
self-adjusting gravity clutch take- 
up systems insures uniform film 
tension. Microphone and phono- 
graph input are also provided. 
Special 6” Alnico 5 speaker is set 
in a base reflexed cabinet of heavy 
plywood which also serves as pro- 
jector carrying case. 2” F 1.6 
coated lens is standard equipment, 

The “Little Giant” has a solid 
cast aluminum frame finished in 
platinum hammertone. It lists at 
$366.00 with all sales being made 
through the Forway Corporation, 
245 West 55th Street, New York. 


John Lewis Forms Cinemath 

@ John Lewis, recently with EB 
Films, has announced the forma- 
tion of Cinemath Technical Ani- 
mation Studio in New York City. 
New technical advantages are 
promised film users. 
















A Special Supplement to Business Screen: 


The RETAIL 
VISUALIZER 


A Portfolio of Useful Ideas, Field Reports, and Film Reviews 
for Retail Training, Store Display and Merchandising Managers 
In This Issue: How Los Angeles and Chicago Stores Use Visuals 





@ The recent production of outstanding audio-visual education 
programs for retail training by such organizations as National 
Cash Register, Parker Pen Company, and Henry L. Jackson, Inc., 
as well as the widespread popularity of such motion pictures 
as “By Jupiter’ and “Terry Takes a Tip” is hastening the long- 
awaited rebirth of visual training for better retail selling. 

The advent of new automatic sound slidefilm equipment lends 
further impetus to this development. Simultaneously, there is 
fresh appreciation of the value of opaque and overhead viewer 
projection such as the Visualcast and Vu-Graph for internal 
training operations and inter-departmental conferences. 

The display manager may also benefit by new, economical 
and fool-proof color slide and slidefilm display projectors. The 
power of these visual devices to attract street and store traffic 
is already well known. With “bugs” eliminated, they will prove 
invaluable in modern store merchandising programs. 





IN-STORE TRAINING AIDS 


including films, slides and charts to 
reduce turnover and train new workers. 


COVER AND ILLUSTRATIONS BY WILLIAM BALL 








MERCHANDISING FILMS 

for consumer showings and departmental 
promotion on new products and services 
as supplied by national advertisers. 
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VISUALS IN STORE & WINDOW DISPLAY 
by means of modern, automatic color slide, slidefilm and mo- 
tion picture equipment to attract street traffic, draw attention 
to counter displays and facilitate product demonstrations. Com- 
y' 14] plete cabinet set-ups as well as basic projection units are 
ve VV a Tins) MALES Jo} A available to the store advertising and display manager. 
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AUDIO-VISUAL DEVELOPMENTS IN RETAIL 


FRAINING & PROMOTION 


Los Angeles Stores Use Training Aids 


* An editoria] round-up on the Los Angeles 
department store use of visual aids, shows that 
while the training departments are great users 
of films, neither the promotion nor display 
departments are as aware of their potential 
effectiveness. 

he Los Angeles stores’ training depart 
ments interviewed indicated that they were 
using films extensively, and were most en 
thusiastic about their value. 


All of the films being used, both slidefilm 
and motion picture, with the exception of one, 
were those produced by national concerns as a 
service to the individual stores. Among those 
mentioned most frequently were: the Nation- 
al Cash Register Company's series of sound 
slidefilms, the Telephone Companies’ motion 
pictures, Where The Rainbow Begins, More 
Power to You, Its Up to You (supervisory 
training), and Terry Takes A Tip. By Jupiter 
was a general favorite. 

It is important to note, as pointed out by 
the training directors, that these films, while 
sponsored by manufacturers and designed to 
advertise their product to salespeople, secure 
maximum use only when they steer clear of 
over-advertising, and actually perform a serv 
ice to the individual store by effectively teach- 
ing some aspect of sales work. 

rhere are many other alleged training films 
available to retail stores, but those which are 
chock-full of product promotion, or which are 
ineffective as training aids do the sponsor no 
good for they just aren't used. 


Ihe one exception noted above is the film 
produced by the May Co, for its own use. 
Called The A pproac h to the Customer, it was 
to be the first in a series of sales training pic 
tures. 

So far no others have been produced, al 
though the first one is being used “very satis 
factorily"’ as a part of the training of all new 
Which brings us to the problem of syndicated 
films and their acceptance. 


SYNDICATED FILMS PRovE USEFULNESS 

Ihe syndicated film is unsponsored, or at 
least not distributed as a sponsored film even 
though it may originally have been made for 
one store or company. It can deal with general 
sales problems without the injection of any 
advertising by another company, and being 
widely distributed can be made available to 
any one store at a cost much less than an in 
dividual production, although more expen 
sive, of course, than a free film furnished by a 
manufacturer, 

The Borden and Busse sales training films 
are an example of successfully syndicated films. 
They are widely used in training programs, 
although perhaps more often for field salesmen 
than for retail clerks. 

But one of the drawbacks of the syndicated 
film is its need to deal in generalities. It can't 
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meet the specific problems or sales methods ol 
one store or department—so it must be sup- 
plemented with more specific training. 

\n example of the problems of producing 
a general film to suit every taste is the case ol 
By Jupiter, an employee courtesy film, origi 
nally made for the Marshall Field Company, 
Chicago, and later made available to othe: 
department stores, 


SPECIAL SKILL TRAINING Is NEEDED 

Another example. One generally agreed 
need is for good special skill training films, 
such as for the receiving and shipping depart- 
ments, non-sales employees, and for extra holi- 
day help, etc. But while one director felt that 
these films could be syndicated to many stores 
having comparable problems, another director 
said they'd have to have their own films, be- 
cause they didn’t even use the same procedures 
in different branches of the same store. 

Another kind of training film being exten- 
sively used is the product story or sales-intor- 
mative picture, supplied by the manufacture 
or distributor, and shown to the appropriate 
department employees. Good films of this 
type are more educational than strictly train- 
ing, if we can make that distinction. They 
furnish background information and _ sales 
points to the retail salesman, and can be ex- 
tremely helpful to him, and valuable to the 
sponsor, 

Ihe points to watch here are that the films 
are really informative, not too stuffy, and not 
too full of sales push. 


PROBLEMS OF FUTURE ARE OUTLINED 


Examples of this type of film are legion. 
Films are available on fabrics, appliances, lash- 
ions, etc., and if good are widely used in the 
appropriate departments. But they aren't gen- 
erally used in the employee orientation and 
original training period, unless they, for in- 
stance, deal with a general sales problem and 
use the particular product merely as the speci- 
fic illustration, as the Talon fastener is said to 
be used in Terry Takes a Tip. 

Ihe general conclusions from this prelimi 
nary survey of local department stores are: 
That visual aids are being used pretty general 
ly and effectively by training departments, but 
that there are a number of training areas in 
which they could be used to a much greate1 
extent, The major stopper seems to be the 
lack of the needed films, but there are prob 
lems in connection with filling this gap. I. 
foo many sponsors’ desire to over-sell their 
product directly in the films they make, instead 
of selling indirectly through real service. 2. 
he problems of adapting some syndicated 
films to local needs. 3. The apparent cost ol 
individually-tailored film training programs, 
on the amortized cost of films over the nuin- 
with the answer to this being more education 
ber of years of useful, time and effort saving 
life of the films. 





Scene from ‘Merchandising Goes Modern 


EDUCATING THE CONSUMER 


Sponsor: Jewel Tea Company, Inc. Slidefilm: 
Merchandising Goes Modern. Producer: 
Sarra, Inc. 

* Produced as a consumer education project, 
this colorful slidefilm traces the evolution ol 
the modern “superstore”, with its efhiciency 
of operation and serve-yourself shopping ease, 
from its humble beginning in the general 
store of the early days. Several aspects of mod- 
ern store development are considered includ- 
ing the method of determining a new store's 
location, the economic importance of efhcient 
warehousing and freight handling, the proce- 
dure followed in setting up merchandising 
programs, and the place of the chemistry lab- 
oratory and testing kitchen in present day 
food demonstration, Another interesting se- 
quence is devoted to a breakdown of the avet 
age dollar spent in today’s food store. 

Technical Notes: Sound slidefilm in color; 20 

minutes running time. 

Distribution: through the Jewel Tea Com 

pany home office to colleges, universities, wom- 

ens clubs, and interested consumer groups. 


TEXTILE BACKGROUND FILM 


Sponsor: Pepperell Manufacturing Company. 
Film: Dear Miss Markham. Producer: 
Herbert Kerkow, Inc. 

* Within a frame of human interest, this is 

a pictorialization of how cotton fibres are 

spun into yarn and the yarn woven into 

sheets. 

Its purpose is to induce an appreciation olf 
this phase of the textile industry, to present 
factual information, to explain the funda- 
mentals of weaving, to teach good buying 
skills and attitudes, and to plant the Pepperell 
name in the minds of the audience. 

The picture explains, in scenes of the 
Pepperell mills, how bed sheets are made 
from the raw cotton to the finished product. 
Other sequences describe testing processes in 
the laboratory and the various differences in 
quality of sheets and sizes, shrinkage, threads 
per inch, and strength of yarn. 

Technical Notes: Dear Miss Markham is 26 

minutes in running time, produced in: Koda- 

chrome. 

Distribution: To schools, clubs, PTA through 

Modern Talking Picture Service. Second- 

arily, to retail clerks in department stores, 
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@ A recently released series ol five slidefilms 
in color, produced by the Pathescope Corpora 
tion for Henry L. Jackson Fashion Counsel 
Inc., make an important addition to the em 
ployee-training visual aids library of any de- 
partment store or retail outlet handling mens 
wear, 

The five films—Fashion Is Your Business, 
Back to School Fashions, Their Business 1s 
Our Business, Fall Outer Wear, and Fashions 
in’ Furnishings—were designed to help solve 
a problem vexing most retailers of men’s 
clothing: how to transform clerks into quali 
fied fashion experts. 


CHANGING MEN’s FASHION SALES HABITs 

The obvious public-relations value of hav 
ing sales personnel thoroughly grounded in 
the complexities of good taste needs no clab- 
oration. Chief obstacle has been the natural 
tendency on the part of salesmen to “give the 
customer what he asks for’. The slidefilm 
series makes the point that most men are in 
need of fashion advice, and that “what they 
ask for” is not always what they need, or even 
what they really want. (A surprising number 
of men, according to the research on the 
which the films were based, dismiss their sai 


: a e « 2 
torial problems by asking for “a suit some 
thing like the one I have on.”) 
' 

Past training programs have generally as 
sumed that fashion knowledge is acquired 


through simple exposure, or that the field FIVE COLOR SLIDEFILMS FOR HENRY L. JACKSON, INC. 
naturally attracts those interested in. the sub PROVIDE VISUAL TRAINING FOR MEN'S WEAR FIELD 


ject. Faced, however, with increasing fashion 
consciousness on the part of the buying pub 





Pathescope production crew at work on ‘Fashion Is Your Business” 


lic, many retailers are realizing that some 
kind of positive employee training is neces 
sary. 
Firms Part Or Compete PAckAGe UNI 
lo date the Jackson series has been pu 
chased and shown by more than thirty-five 
leading department and menswear stores 
throughout the country. It constitutes the kevy- 
stone of a complete Pathescope-developed 
training program in which the films are fol 
lowed up with booklets, check-lists, and othe: 
supplementary material, 





The films themselves, designed to facilitate 
painless assimiliation of the principles cov 


. . ‘ c ° . . ° — ¢ 
ered, present their messages in a humorous Birth of the camel's hair coat (a sequence from The Philadelphian brought his coat to the States 
way. Fashion Is Your Business, tor example, Fashion Is Your Business}: a Philadelphia where the American horsey et takes to the 
tells the history of fashion in clever comic ocialite purchased a coat in a London shop. fashion originated by Indian Maharajahs. 


strip style. It puts across the difference be- 
tween fashion and fad, emphasizes the im 
portance of fitting fashions to personalities, 
and gives’ tips on how to effect tie-in sales 
Central characters in this strip are Johnny 
McSalesman, Elmo Strunk, a mousey milque 
toast who considers an oxford gray suit “too 
conspicuous”, and Butch McGuire, a racous 
character partial to “‘poiple checks”. 

\ll films in the series employ both art-work 
and photography, and in some instances both 
techniques appear on the same frame. 


The new color slidefilm series promises to 





open a sizeable field for retail training in 
areas previously unserved by modern visual 
training tools. The technique and integra- 


Soon Joe Doakes and his brother Jim got the Net result was a bull market in camel's hair, with 
tion are commendably handled. 


idea and coats were snapped up in mens stores. everyone happy about it—except the camels. 
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... NEW SOUND SLIDEFILMS 
FOR RETAIL SALES TRAINING 


As a service to department stores, chains, and 
other retail lines, large and small, The National 
Cash Register Company offers a modern library 
of training films at the nominal cost of prints 
and records plus handling. Some are specific to 
the needs of the larger stores; others meet basic 
training needs for any retailer. Produced for us 
by top film studios. 


The National Cash Register Company 
Dayton 9, Ohio 


WHERE 
RAINBOWS 


CHALLENGE 
ACROSS THE 


BEGIN COUNTER 





Seven fundamentals of retail 
salesmanship. Instruction and in- 
spiration, entertainingly pre- 
sented. 25 minutes. Any store can 
use. Set $7.50. 


How to handle “difficult” custom- 
ers. Recording the sale, making 
change. wrapping. Companion to 
“Rainbows.” 22 minutes. Set $7.50. 


IN CASH 
THE REGISTER 
PROCEDURE 


GROOVE 





Teaches modern, swift, accurate 
checking. registering. sacking. for 
chains or independent self-serve 
food stores. 21 minutes. Set $7.50. 


Kit of seven. covering all steps in 
transaction in department. spe- 
cialty and other stores using mul- 
Sne-aoewes registers. Each under 
10 minutes. Kit -00 


Mail this coupon for a free showing to any store manage- 
ment individual or group—without obligation. 


MERCHANTS SERVICE, 
THE NATIONAL CASH REGISTER COMPANY, 
DAYTON 9, OHIO 


Please make arrangements for us to preview (gratis), the training 

slidefilms checked below: 
"WHERE RAINBOWS BEGIN’ —...." "CHALLENGE ACROSS THE COUNTER"’ 

“IN THE GROOVE" “DEPARTMENT STORE CASH REGISTER PROCEDURE" 


I understand this places me under no obligation. 


NAME 

POSITION 

STORE NAME 

STREET CITY, STATE 


PILMIS AND FACTS ABOUT THEIR USE 











Kelvinator Provides Four Sales 
Training Films for Dealer Field 
@ Four new sales training and 
indoctrination motion pictures, 
all in sound and color, are in pro- 
duction at RAPHAEL G. WoLFr 
Stuptos, Hollywood, for the N Asu- 
KELVINATOR CORPORATION. One 
film each will feature the manu 
facture and merchandising of (1) 
Kelvinator refrigerators; (2) 
Leonard refrigerators; (3) Kelvi- 
nator clectric ranges; and (4) 
Kelvinator home freezers. 

All product displays are being 
photographed in Hollywood on 
model kitchen sets constructed 
under the supervision of Karen 
Fladoes, head of the Kelvinator 
Division's Home Economics De 
partment. Manufacturing se 
quences were shot on location in 
Grand Rapids and Detroit by a 
mobile camera crew. 

The films will be distributed 
to Nash-Kelvinator salesmen and 
dealers as part of the manufac- 
turer's VIS (Vocation in Sales) 
training program. 

Erie (Pa.) Auto Dealer Goes to 
Farms With Motion Pictures 

@ F. H. Holmes, Willys-Overland 
distributor in Erie, Pennsylvania, 
has developed a novel application 
of the mountain-to-Mohammed 
technique to guarantee audiences 
for Willys promotional films, and 
sales for his own agency. 

Finding action pictures of the 
Willys Jeep the most successful 
method of selling farmers on the 
agricultural uses of the versatile 
vehicle, Holmes installed portable 
projection equipment in his Erie 
showrooms. When he discovered 
that spring planting, and later 
fall harvesting, kept farmers on 
their land during the office hours 
of his in-town agency, he put the 
projector in his Willys and took 
the pictures to the farmers. 

Holmes says that he not only 
shows the films to outlying meet- 
ings of Granges and other agri- 
cultural groups, but that he is 
frequently invited directly into 








farm homes where he provides 
the farmer, his family, and some- 
times his neighbors, with an eve- 
ning’s entertainment, and at the 
same time puts across the sales 
story of the Jeep. 


Parker Series for Retail Stores 
Available in Package Program 
@ Four sound slidefilms chosen 
from the Parker Pen Company's 
$200,000 visual program for train- 
ing retail sales personnel (Bust- 
NESS SCREEN, /ssue 7, Vol. VIII) 
will soon be available, in a single 
sales-training package, to depart- 
ment stores and other Parker ac- 
counts interested Ph using it lor 
a store-wide training program. 
The complete show has been tour- 
ing the country since last fall 
and will have been seen by some 
300,000 individuals by mid-sum- 
mer. 

According to James Black, Par- 
ker vice-president, the need for a 
sales package became evident as 
letters poured into the home 
office at Janesville, Wisconsin, 
from all parts of the country re- 
questing either return showings 
of the films, or first showings in 
those instances where sales people 
has missed the original run. 

“We are leasing the package on 
a one dollar ($1) per month basis 
for one year, charged to the ac- 
count in advance,” announced 
Black. “This informal arrange- 
ment can be canceled at any time 
by the dealer, and credit will be 
issued for the unused ‘rent’. 

“Our only requirements are 
that the pen department person- 
nel in any store shall see the films 
first, before they are released for 
store-wide use, and that any sub- 
sequent showings be confined to 
store personnel audiences only.” 

The four film released in the 
package deal include: How You 
Talk, which demonstrates that 
sales are made or lost not only by 
what is said, but how it is said; 
Road Signs to Your Future, tell- 
ing how to succeed on the retail 
selling road; How to Sell the 
World’s Most Wanted Pen, which 
gives pointers on selling Parket 
Pen items that are equally appli- 
cable in selling other products; 
and Your Manners are Showing, 
which demonstrates good sales 
manners. 

The Parker films were produced 
by Frank Lewis, Inc. under the 
direction of Ray Ballard. 
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Indiana Bell Telephone Co. 
Expands Visual Training Use 
@ Indiana Bell Telephone Co. 
has made an initial purchase of 
“Lite-Weight” 
sound projectors to aid in the 


eleven new Victor 





PRECISION 


OPTICAL PRINTING 


Complete Optical Printing Service 
by expert technicians with years of 
Major Studio Experience. 


COLOR-B&W 16mm-35mm 
BLOW-UPS REDUCTIONS 


* 35mm Ansco Color theatre prints 
from 16mm Kodachrome. 

* Kodachrome Printing Masters 
complete with all special Optical 
Effects, and corrections. 

* 35mm blow-up work prints from 
16mm _ originals. 

* Special printer for handling old 
and shrunken film. 

* Television film service. 

* Separation negatives for any 
color process. 

Our Optical Printer can solve many of 

your editorial and photographic problems, 

by the use of such mediums as frame se- 


quence alteration, optical zooms, quality 
and color correction, blow-ups, etc. 


FILMEFFECTS of Hollywood 


1153 N. Highland Avenue, 
Hollywood 38, California 


Equipped with the Academy-Award-winning 
ACME-DUNN 35-16 Optical Printer 








Here’s A Top-Flight Value! 





Small, Convenient PRECISION-BUILT 


E-D-L SOUND 


READER — EDITOR 


© for Editing 16mm Sound Film 
® for Use with Pair of Rewinds 


No Need to Pay more when you can get 
this efficient, conservatively designed reader. 
A guaranteed precision job. Lightweight, 
Oilite Bearing rollers. Self contained. 
115 volt AC. Height 6%”. Width 6”. 
Length 842”: Weight 7 Ibs. 


No Flywheel Only 
Instant Stop ¢ 
& Start... No 
Damage to Film 


Satisfaction Guaranteed . . . or 
money back. 


ORDER TODAY 
Engineering Development 


LABORATORY 
2005 S. Michigan Ave., Chicago 
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expansion of its state-wide em- 
ployee visual training program. 
The purchase 
through W. H. 


pany, 


was arranged 
Rodebeck Com- 
Indianapolis distributor of 
Victor Animatograph motion pic 
ture equipment. 
Harry R. Gruelle, 
public 


Indiana Bell 
relations staff, said the 
company has found “ new per- 
sonnel can be trained 25 to 30°; 
faster by audio-visual methods. 
“One phase of training in which 
Visual instruction pays particular- 
ly high dividends,” he remarked, 
“is during the demonstration ol 
safety methods, when employees 
are clearly shown the costs of care- 
less and indifferent performance.” 
The Bell company supervises 
production of its own films so 
that individuals trained anywhere 
in the 
instruction. 


svstem receive uniform 


FOR DEALER EDUCATION 
Sponsor: Continental Oil Com- 
pany; Film: The Miracle of 
Oil Plating; Producer: Ro- 
land Reed Productions. 
* This film is the second in a 
series of dealer education pictures 
being made by the Continental 
Oil Company for its 
merchants”. 


“mileage 


Each film is designed to sell the 
dealers on a specific company 
product, policy or service. The 
first picture dealt with station 
cleanliness, this one tells the story 
of Nth Motor Oil, and a third 
one now in production sells the 
Conoco Travel Bureau service. 

The two pictures so far seen are 
very well done and will have great 
interest and influence on the Co 
noco dealers. They have a story, 
with some amusing side-episodes 
and characters, and they get across 
the company’s message to good 
effect at the same time—an all too 
unusual combination. 

This picture takes a Conoco 
dealer, his daughter and son-in- 
law on a trip through the Conti- 
nental refinery. With enough hu- 
man interest and character crea- 
tion, although understandably 
limited to rather mechanical story 
lines by the short time allotted to 
“relief” episodes, the picture also 
gives a clear and complete sales 
presentation of the advantages of 
Nth Motor Oil, and shows how 
it’s made. Film is black and white 
and runs about 40 minutes. 
Distribution: to dealer meetings 
by the Continental Oil Company's 
sales staff. 
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A SENSATIONAL NEW ADDITION 
TO OPERADIO’S LINE OF 
SOUND SLIDEFILM PROJECTORS... 


_ ele 














ee | 
Completely Automatic. 


ve Actio 
ni 
The EXPLAINETTE, automatically 


Low Coss: synchronized method of advancing 

slidefilm is the result of years of research. 

It is a simple, practical method... 

eliminating pauses in narration or music during each frame advance. 

The automatic synchronized advance is accomplished by a signal on 
the film... there are no bongs, cues, or any other signals 

It is a completely new method.. 


incorporated i in the recording. 


write for details on the EXPLAINETTE “Automatic” today! 


oPERADIo 


Epi 
SOUND SLIDEFILM EQUIPMENT 





OPERADIO MANUFACTURING CO., Dept. BS-38, St. Charles, Illinois 
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Chicago shoppers view visual selling 


aids on the Admatic projector in use by 
Goldblatt’s, Chicago department store 


LT HOUGH Business ScREEN’s 
A initial check of leading re 
tail stores in the Chicago area has 
revealed comparatively wide var 
iance in individual store use ol 
(and attitude toward) audio-visual 
training and selling aids, a few 
general conclusions can already 
be made 

|. Key executive personnel in 
all retail and department stores 
contacted are interested in audio 
visual materials as a means ol 
strengthening their employee 
training and merchandising pro 
grams. 

2. This interest, at present, 
greatly exceeds the limited use 
being made ol available materials. 

5. The difference between the 
interest and the actual use is 
largely due to two significant fac 
tors: (a) many store policy mak 
ing people are “sold” on the 
audio-visual idea in general but 
have little specific data on its 
adaptations to their particular 
held; and (b) the majority ol 
these executives still lack regula) 
contact with sources of new ot 
available materials. (It must also 
be reported tne: among those few 
key men who are informed, some 
are dissatished with the type ol 
variety of material available to 
them.) 

1. As in other parts of the coun 
try (see Los Angeles report) Chi 
cago stores use more visuals in 
employee training than in con 
sumer merchandising. 

But lest the above conclusions 
from the preliminary survey seem 
to paint too bleak a pictitre, it 
can be said that there are many 
encouraging signs for the future 
In every instance of reported film 
use, training directors indicated 
real satisfaction with results ob 
tained. The present situation is 
clearly a transitional one—and the 
seemingly cautious attitude of 
most stores is not due to lack of 
confidence in the medium, but 
rather to the difficulty of finding 
audio-visual materials adaptable 
to specific needs 

With but few exceptions, all of 
the leading State Street stores re- 
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Chicago Stores Need Training Aids 


— SURVEY SHOWS PLENTY OF INTEREST BUT NOT ENOUGH FILMS — 


ported the use of the same two 
motion pictures during the aver- 
age two and one-half day initial 
training period given new sales 
personnel: they are Terry Takes 
a Tip, a salesmanship film spon- 
sored some years ago by Talon, 
Inc., and Marshall Field & Co.'s 
By Jupiter, a lesson in employee 
courtesy to customers. Even 
though sponsored by a local com- 
petitor, the latter enjoys wide use 
because it is directly aimed at 
department store personnel, but 
the popularity of the Talon film 
illustrates a rather important 


point for producers and sponsors 


A Pout of Sate “Natural” 


gor Dealer display rooms 
Retail store departments 
Store windows 
Office lobbies 
Sales offices 
Conventions 
Personnel waiting rooms 
Employee training quarters 
Sales meetings 
Transportation terminals 


ADMATIC automatically and economi- 
cally shows your products and their 
special features in a sequence story 
with thirty 2” x 2” color slides. The 
brilliant, true color of projected mes- 
sages makes ADMATIC an extremely 
practical, common-sense, effective 


medium. 


aiming at the retail field. Terry 
Takes a Tip still enjoys wide 
circulation because, in the words 
of one training director, “it is the 
only film we know of that presents 
the important points of salesman- 
ship without the constant intru- 
sion of the sponsor's name on 
product. If it were not for the 
fact that the Talon, Inc. name 
appears on the open and end 
titles, I'm sure very few of our 
trainees would realize it is a spon- 
sored film.” 

Of course at this point those 
experienced in the a-v field may 
well be asking why syndicated 








Write for descriptive circular, price, and ADMATIC projector specifications. 


AD wratic Projector Company 


SALES AND DISPLAY OFFICE 


318 West Randolph Street 


Chicago 6, Illinois 





BUSINESS SCREEN MAGAZINE 


films are not used—and here again 
let the quoted statements of a 
number of store training directors 
speak for themselves: 

“We have not yet been able to 
locate any syndicated material 
that hits our specific set-up.” 

“The syndicated films and slide- 
films we have previewed are much 
too general to be useful to us.” 

“The only syndicated material 
that has come to our attention 
has been aimed at either ten-cent- 
store clerks or insurance salesmen. 
It might be very effective training 
for some sales people, but we just 
can’t use it here.” 

“We tried some syndicated films 
last fall, but the sales points were 
presented on such an elementary 
level that our girls were just 
amused. We did not feel that 
they learned anything.” 

Of course the preceding re 
marks are not to be interpreted 
as a wholesale condemnation of 
the many excellent syndicated 
films and slidefilms that are avail- 
able. On the contrary, three stores 
gave enthusiastic reports of their 
use of syndicated material and in 
one case the syndicated series re- 
ported was the very one that had 
proved unacceptable to the train- 
ing department of another store 
just three blocks away! The para 
dox disappears when it is realized 
that each one of the two stores 
addresses itself to a different 
“class” of customer — one of the 
several important factors deter- 
mining the nature and level of 
sales training material. 

The concensus of store execu- 
tive opinion is that no one film 
or slidefilm, however well con 
ceived and executed, is valid in 
all retail store training situations 
in a given area. They admit that 
sometimes, as in the case of Terry 
Takes a Tip and By Jupiter, ma- 


(PLEASE TURN TO PAGE 32) 





FILM SALESMAN 
WANTED 


CAN YOU SELL COMMERCIAI 
FILMS? Have you an outstand 
ing sales record in dealing with 
top management in _ business 
firms and advertising agencies? 
If you have, one of the country’s 
oldest and best established pro 
duction companies offers a good 
position as account executive 
with liberal drawing account 
against commissions Tell us 
about yourself. Our employees 
have read this advertisement 


Write Box No, 302 

BUSINESS SCREEN 

812 N. Dearborn St., 
Chicago 10, 

















May Company Uses Slide Show 
for Window Display Promotion 
* The May Company, Los An- 
geles, built a complete house of 
tomorrow on its fifth-floor home 
furnishings department and _ fea- 
tured it in advertising and promo- 
tion. 

But how to show it properly in 
window displays was the problem. 

The answer, of course, was the 
projection of slides showing its 
interior and exterior features to 
create a desire in passers-by to 
see it “in person”, The machines 
selected for the job were Selectro- 
slides (Spindler & Sauppe, Los 
Angeles). Featured in corner 
windows of the store, the rea 
projection screens showed a series 
of beautiful color views of the 
house and were quite successful 
in bringing an immovable object 
to the display windows. 


While display artists take great ¢ 


pride, and rightly so, in their win- 
dow creations, there are many 
times when a little mechanical 
help in the form of an automatic 
slide or motion picture projector 
could add moving interest to the 
display. 

There are many types of mer- 
chandise, such as this house, 
which cannot be properly dis- 
played without films—and there 
are many pieces of equipment that 
would benefit greatly by a mov- 
ing demonstration of their opera- 
tion. 

To display directors who are 
not aware of the many uses of au- 
tomatic slide and movie projec- 
tion, both for in-store display and 
window decoration, we would 
recommend an investigation of 
the ways in which these attention- 
getting and holding devices can 
prove valuable. 


Betow: The Beseler Vu-Graph 
overhead-type opaque projector 
offered by the Beseler Co., New 
York, for in-store training pro- 
grams and other training uses. 










































































Libbey Glass Sales Display 
Features Rear Projection Idea 
* The handsome Chicago sales 
ofhces of Libbey Glass in the Mer- 
chandise Mart are the setting for 
a unique rear-screen motion pic- 
ture setup. The movie unit is 
built into a display wall and a 
push button permits showing of 
product and sales films. 


Overhead-Type Projectors Are 
Useful for Retail Training 

*% One type of visual aid has 
proved itself particularly useful 
in employee training is the over- 
head projector such as the Visual- 
cast or the Vu-Graph, 

Ihese projectors provide a hori- 
zontal plans surface on which 
transparencies may be placed and 
reflected from a mirror above to 
a screen or wall above and behind 
the instructor, 

The main advantages of this 
type of projector, as reported by 
retail stores, are: that the instruc- 
tor may remain facing the class, 
either seated or standing, while 
filling in forms on the transpar- 
ency or pointing to sections of it; 
it can be used in a normally 
lighted and ventilated room; it is 
versatile, just as an individual 
slide projector is. In short, it com- 
bines the advantages of black- 
board-type demonstration, with 
better instructor control of the 
class, and the ability to use al- 
ready prepared material, such as 
charts, forms, etc. too complicated 
to be drawn by the instructor on 
the spot. 

he major drawback seems to 
be that it requires that all mate- 
rial be prepared especially for its 
use, but this is no great handicap 
lor a training program of any size. 

\ list of the many individual 
ways in which the versatility of 
the overhead projector is being 
utilized is too long to include 
here. But the concensus seems to 
be among retail and industrial 
training departments that it fills 
a need not met by any other type 
of projection equipment. 

The overhead projector doesn't 
take the place of the motion pic- 
ture, slide or filmstrip projector, 
of course, but it does play an im- 
portant part in rounding out the 
area of usefulness of projected 
visual aids. 


SOURCES OF EQUIPMENT 

BesELER Vu-GRAPH: Charles Bes- 
eler Company, 243 E. 23rd St., 
New York City. 

KEYSTONE OVERHEAD: Keystone 
View Company, Meadville, Pa. 

ViIsuALCAST: Victorlite Industries, 

5350 Second Ave., Los Angeles. 
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CONVENTIONS 
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PROMOTION 


Just PRESS THE BUTTON 


SLIDES CHANGE LIKE MAGIC 


P. R. C. AUTOMATIC SLIDE PROJECTOR 


... is electrically operated by remote control push 
button slide changer! Handles 75 ready mount or 35 
glass slides . ... then automatically files them (after 
showing) in proper sequence, ready for re-showing. 
The only projector with shutter that automatically 
closes while slides are changing. 

* Pre-projection warming 


chamber to prevent buckling 
and out-of-focus images. 


« Patented slide changing 
mechanism operates by gravity 














without injury to slides. 


¢ Sharp bright projection with + Equipped with 5 inch coated 
300 watt lamp. lens. 


¢ Friction-drive micro focusing 
device. 


Sturdy carrying case, beautifully finished 
in tan and brown leatherette, has com- 
partments for 4 slide holders, electric cord 


and extra lenses. 





Special screen for 








salesmen designed for 
projection across desk 
can be included at 





slight extra charge. 


Lichwve Recording C ompany 


EXECUTIVE OFFICES © 1240 LAWRENCE AVENUE, CHICAGO 40, ILLINOIS 
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Model *'DL'' — De Luxe Portab' 
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A Better Screen 
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A Better Show 
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Model ‘'0'' — Large ‘‘EASEmatic’’ 


CONSUMER 


DEMONSTRATOR 





Portable Screen 


DEMONSTRATOR 


TRAVELING 





“K"' — New Popula? Priced 
Triped Screen 
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Model ““W" — 
Portable Wall and 
Ceiling Screen 





“*Fold-Pak'’ — Indoor or Outdoor 
Folding Screen 





No matter how good your pictures are — 


they can only be as effective as the screen upon which they 
are shown. A Radiant projection screen, showing your 
pictures twice as bright . . . can make a world of difference 


in your shows. 


Millions of mirrors make the amazing difference — 


bringing slides and movies to life with a warmth and natural- 
ness you never thought possible! Black-and-white pictures are 
sharper, clearer . . . color shots reveal new beauty and rich- 


ness. The secret of this superior performance lies in the 
millions of tiny glass mirrors firmly embedded in the snowy 


white Radiant screen surface . . 


instead of absorbing it. 


A Radiant screen for every need — 


. each one reflecting light 


makes possible a better show every time . . .no matter where 
you put it on. The complete line of 1948 Radiant projection 
screens includes portable models, screens for wall or ceiling 
mounting, portable outdoor screens... in every needed size. 


RADIANT 


Reg U.S. Pat. Off.” 


PROJECTION SCREENS 


for every purpose 


SEND FOR ILLUSTRATED CIRCULAR 


Write today for complete prices and speci- 
fications on the new line of 1948 Radiant 
Projection screens. 














r————-WRITE TODAY-————, 
| RADIANT MFG. CORPORATION | 
| 2627 West Roosevelt Road, Chicago 8, Iilinois. | 
| Gentlemen: | 
| Please send me full details and prices on your | 
| new 1948 line of projection screens. | 
| Name. | 
| Address___ ] 
| a | 
| Zone______State I 
| | 
Cio dite cates eee ete Gate eee Ge a ee Ge tas ee a eo ee ee ai 


MORE THAN 800 AVAILABLE FILMS IN ALL FIELDS OF SPORTS 


It’s Available Now! 


and Recreation Fil 


Ihe Sports, Physical Education 
m Guide, listing more than 800 


sound motion pictures, slidefilms, etc. in all fields 


Order today from Business SCREEN, 812 N. Dearborn, Chicago (10) 


of sport from Archery to Wrestling. Gives descrip- 
tion and sources on every topic, Only 50c per copy, 
Discount on quantity orders. 


postpaid, 


Chicago Stores Use Visuals: 
(CONTINUED FROM PAGE 30) 
terial can be already sufficiently 
specialized so that only a mini- 
mum on instructor “lecturing” is 
necessary to make it worthwhile, 
but these are considered excep- 
tions. 

Other productions receiving 
frequent favorable mention were 
the National Cash Register slide- 
film series on paid-take transac- 
tions and systems training, the 
Henry Jackson-Pathescope series 
Fashion Is Your Business, and two 
Bell Telephone films on supervisor 
training /t’s Up To You and More 
Power To You. 

Three stores reported excep- 
tionally good results from the 
Henry Jackson fashion series, 
while representatives from two 
others said that though they were 
anxious to use it, their respective 
budget directors decided it was 
too expensive—another indication 
of the need of some kind of regu- 
lar exchange of information be- 
tween key retail store executives 
and sponsors and producers. 


The New Boston Store, a 
large State Street firm, is initiating 
what may well become the first 


fully integrated program of audio- 
visual employee training on the 
“Street.” The store is experiment- 
ing with all types of visual equip- 
ment and materials to determine 
the relative value of each as far 
as their particular purposes are 
concerned, During the past year 
a variety of films, slidefilms (both 
sound and silent) , and chart pres- 
entations have been used in train- 
ing new employees, in retraining 
experienced help, and in present- 
ing the techniques of one depart- 
ment another, Results 
measured, and a close check on 
new materials is kept. One of the 
most successful methods experi- 
mented with involved the use ol 
a wire-recorder in teaching oper- 


to are 


ators telephone courtesy on Cus- 
tomer and _— inter-departmental 
calls. At present the New Boston 
Store is concentrating on em- 
ployee training, and when a pre- 
tested program of coordinated 
audio-visuals is initiated here, a 
program of visual merchandising 
(customer showings, etc.) may be 
tried. 

The extent of audio-visual use 
in other Chicago department 
stores, lying between these two 
examples, is by no means static. 
Whatever lagging interest re- 
mained was stimulated by “Fabu- 
lous Field’s” sponsorship of an 
employee training film and the 

| success this leader has enjoyed. 
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ROM 150,000 TO 500,000 people in the 
Los Angeles area saw the telecast of the 
Rose Bowl Game on January 1, 1948. 

That's a lot of people, no matter which 
figure you take, 

It’s particularly a lot considering the 11,000 
to 12,000 sets now installed in the vicinity. 

The best substantiated estimate seems to 
be somewhere between 200,000 and 250,000 or 
even more, but since no organized research 
was undertaken the best opinion is still a 
guess. 

Lest these figures seem to be over-optimistic, 
it is well to remember that the game, and the 
Pasadena Tournament of Roses Parade which 
immediately preceded it and was also tele- 
vised, are events of enormous public interest. 
Personal reports from known set owners indi- 
cated that most of them held all-day television 
parties, with anywhere from 15 to 40 or more 
guests. It was television's big day. 


All bars and public places having television 
viewers were said to be packed that day, and 
a number of instances were reported of dealers 
and assorted entrepreneurs renting seats and 
charging admission to the telecasts, Most deal- 
er showrooms were open for either paid on 
free guests, 

One dealer rented the 6700 seat Shrine 
Auditorium, installed a 16 by 20 foot rear- 
projection screen, and filled three-fourths of 
the seats at $1.20 to $2.40 a head. 

So, considering all groups, it seems reason 
able to strike an average of 20 viewers pet 
set for this one occasion and arrive at a rather 
conservative figure of 220,000 for 11,000 sets. 

This audience, of course, does not indicate 
the expectable day-to-day audience for tele- 
vision here, but rather demonstrates the tre- 


mendous potential of the medium when the 


events Or programs it presents are of sufficient 
interest. 


The parade was televised by both Los An- 


geles operating stations; the game only by 


KTLA, Los Angeles’ one commercially li- 
censed station on the air. The Union Oil Com- 
pany sponsored the KTLA telecast of the 


A BUSINESS SCREEN STAFF 


TELEVISION 
on the West Coast 








Another in the series of regional reports on the 
progress of the television 
upon the commercial film, its producer and sponsor. 
Eastern developments will be reported next issue. 


medium and its effect 








parade, and presented short programs, a pre- 
game round-up just before and post-game 
highlights just after the game, but the grid 
contest itself was not sponsored, 

Union used animated films for its commer- 
cials, which were made especially for this 
occasion by United Productions, Hollywood. 

Ihe game was also thoroughly filmed for 
eastern television, Jerry Fairbanks, newly 
named NBC television film producer, had 
three camera crews covering the event for air- 
shipment east and ready for NBC network 
televising on January 2. 

Despite the flurry of these outstanding 
events, television development in Los Angeles 
at the beginning of 1948 is still far behind 
New York City, both in programming and in 
number of sets in use. 

But interest is high here as everywhere, 
perhaps higher than most places because the 
extensive Hollywood motion picture and radio 
colonies know they have a big stake in the 
future of the medium. 

Of the 11,000 or more sets estimated to be 
in use, more than 80°; are believed to be in 


REPORT BY EDMUND KERR 





Tevevision’s Bic Day IN SOUTHERN CALIFORNIA was January 1, 1948: the Tournament of 
Roses Parade and the Michigan-Southern California Rose Bowl football game were televised 
to the largest audience yet assembled in that area, Audience totals were swelled by special 
large screen television theatre showings of the Rose Bowl Game by alert impresarios. 
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homes, with not more than 10°) in bars and 
‘ 

public places, and the balance in dealer show 

rooms. Home ownership is steadily growing. 


KTLA in Commercial Operation 


* KTLA is the sole commercially licensed 
station now operating in Los Angeles. ‘The 
Don Lee station W6XAO, one of the oldest 
if not the oldest operating station in the 
country, is still at this writing restricted to 
an experimental permit. 

W6XAO received its FCC permit in June, 
1931 and went on the air in December of 
that year, Holding up its commercial permit, 
which is pending and has been for a long 
lime, is not its experience, equipment ot 
operating ability but FCC questions regarding 
some of the Don Lee radio network operating 
practices, 

Commercial applications have been granted 
for all the other available television channels, 
but no other stations have gone on the air. 

Earle C. Anthony, Inc., owners of radio 
station KFI, NBC outlet for Los Angeles hope 


(CONTINUED ON THE FOLLOWING PAGE) 
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KTLA televises professional football at Los 


QUESTIONS AND ANSWERS 


*® At the January 5 meeting of the Hollywood 
Advertising Club, the first of a series of thre« 
programs on television, a panel of three video 
experts answered some interesting questions 
of both local and national interest. 

The three men were: Harry R. Lubcke, 
Don Lee Director of Television, Chairman; 
Ray Montfort, Director of Television for the 
Los Angeles Times; and Wes Turner, tele 
vision executive with RCA. A summary of 
their answers follows: 

1. Cost of building an average television sta 
tion? $380,000.00. 


2. Basic operation costs? $25,000.00 a month. 


3. How many commercial television stations 


now? 22; 54 more authorized and 66 pending. 


4. Present maximum distance of television? 
50 to 100 miles, depending on height of trans- 
mitter. (Note: Good reception of KTLA, from 
5,000 foot high transmitter on Mount Wilson, 
has been reported from San Diego and Santa 
Barbara, both -about 100 miles from Los 
Angeles). 

5. When will there be a West Coast television 
network? 1949, 

6. How many television receivers now? 11,000 
in L, A. area; 150,000 in the whole U. S. 

7. How many are anticipated by the end of 
48? 200,000, L. A.; 1,000,000, U. S. dollar 
volume of television receiver manufacturing 
will equal that of radio by June. 

8. What are prospects for larger screen? Tech- 
nically good; questionable considering high 
price and public acceptance, 

9. How long before sets purchased today be 
come obsolete? Unknown; perhaps 15 years. 
10. What are union problems of television 
stations? None so far, 

11. How far off are automobile television 
receivers? Year or so, home market first. 
12. Number of commercial television stations 
expected to be in operation by the end of '48. 
U.S., 100; Los Angeles, 6. 

13. Is there a possibility of television in color? 
Yes, in about five years, 


ingeles Coliseum. 





Televising the Sherriff's Annual Championship Rodeo via KTLA. 
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to be operating in May, construction prob- 
lems permitting. NBC expects to have its own 
Los Angeles station on the air in July, 

No predictions were made by the Los An- 
geles Times, ABC, or the Thackrey interests, 
who hold the remaining three permits, but 
all “hope” to be on the air long before the 
end of the year, if plans go according to 
schedule, which, so far, they have not often 
done in television, These three and the grant- 
ing of the Don Lee commercial permit will 
make a total of seven stations, occupying all 
the available television channels in the area. 

No one expects them to be self-sustaining 
immediately or even within the next two or 
three years, but those already in the field are 
looking forward five and ten years to the 
recognition of the medium as a potent adver- 
tising force, and the establishment of national 
networks, when Los Angeles can take its place 
as the number one or two video production 
center for the country, as it is in radio, 


Programming for Television 


* Programming in Los Angeles at present 
offers far from a bounteous fare to the set 
owner, Most popular programs here as else- 
where are the sports and ‘special events. 

Some progress ‘has, been made on the re- 
quirements of continuous programming, but 
because of the scarcity of receivers up until 
the recent spurt in installations, little adver- 
tising revenue has been available to support 
program experimentation. 

Vhis doesn’t mean that experimenting hasn't 
been done at all, It has, but sporadically and 
over several years, so that while much pro- 
gramming experience is acquired, it hasn't 
been used extensively so far to promote and 
develop continuing audience interest, 

In addition to the specific television experi- 
ence gathered by the two operating stations, 
there is the tremendous Hollywood talent 
pool, both technical and artistic, many mem- 
bers of which can contribute materially to 
television development as soon as television 
can support additional workers, even on a 


minimum scale during these formative years. 

W6XAO has pioneered in experimentation, 
technically and in programming, over the 
years, but because it has not yet had the 
opportunity to put this experience to com- 
mercial use, it is marking time in program- 
ming at present until its commercial permit 
is granted, 

Headed by Harry R. Lubcke, who has di- 
rected Operations since its inception in 1931, 
the Don Lee station and staff has acquired 
much television “know-how.” In over 7000 
program hours it has televised more than 15 
million feet of film, and has presented all 
kinds of live productions, both studio and 
remote. 

Over a million dollars has been poured into 
the station development and operation, with- 
out a penny of income, The studio building, 
located at the transmitter site, 1600 feet high 
on Mount Lee back of Hollywood, is said to 
be the first built exclusively for television, Don 
Lee is now building a mid-town Hollywood 
building for both radio and television opera- 
tions, which will contain some 10 television 
studios, 

But at present W6XAO's programming is 
limited to about 7 hours a week of remote 
programs, and 414 hours of test pattern with 
music and announcements, Admittedly this is 


a minimum scheduled designed to keep the 


station on the air at low cost until the grant- 
ing of the commercial permit, which will 
immediately step up activity. 

Four days a week it telecasts the “Queen 
For a Day” and “Heart's Desire’ radio shows 
from the Earl Carroll Theatre Restaurant in 
Hollywood, and Monday and Friday eve- 
nings it presents the wrestling and boxing 
matches from the Legion Stadium. 

KTLA has, according to its ads, “more 
hours per day (on the air) than any other 
television station.” But to reach the figure of 
seven to eight hours per day which it quotes, 
it is necessary to count the hours of test pat- 
tern, some with music alone, and some with 
a moving news ticker tape crossing the pat- 
tern, And, while some of these hours are 
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The 1947 Armistice Day Parade was a typical KTLA video event. 


Television cameras report news event from steps of City Hall. 





sponsored, undoubtedly at reduced rates, by 
Gough Industries, they can hardly be counted 
as “program” hours because of their very 
limited visual interest. 

KTLA has perhaps the biggest advertising 
schedule from one advertiser of any station in 
the country. Gough Industries, local Philco 
distributor, in addition to the “sponsorship” 
of the test pattern, has an hour each evening, 
Monday through Saturday, 7:00 to 8:00, 

The Gough programs are varied. First half 
hour is devoted to children’s programs. A 
ten minute sketch called “Uncle Phil” consist- 
ing of a cartoon film, or Shirley Dinsdale, girl 
ventriloquist, or both, opens each hour. It is 
followed by a 20 minute episode from an old 
film serial (and don’t think the daddies and 
mommies don’t howl too when an episode is 
omitted). The second half hour, 7:30 to 8:00, 


pe 


consists of a variety of 15 minute and half 
hour studio programs. Among the programs 
presented are: Bar-None Dude Ranch, Home 
Economics, Star Views with Lois Andrews, 
Sunset Room, Judy’s Workshop, Looking at 
Music, and You'll Be Sorry, with Beryl Wal- 
lace (this latter is “the” game, charades, and 
is a very tele-genic and amusing program 
subject). 

The Gough live shows are prepared by 
Finley Productions, a radio transcription firm 
now turning to television, and supervised by 
the Noble Advertising Company, agency for 
Gough. 

Another important sponsored program, very 
recently started, is “On The Town,” a Tues 
day-through-Saturday, mid-day hour program, 
produced by the J. Walter Thompson agency 
cooperatively for six leading television set 


manufacturers. These programs are on-the 
spot news feature shows, visiting and drama 
tizing places and events of general interest. 

Union Oil Company is continuing its tele- 
vision advertising by sponsoring the telecast 
of the Santa Anita feature race Saturday after- 
noons at four during the racing season, 

For a short time the Buchanan Company, 
national advertising agency, sponsored two 
quarter hours a week of film news, “to prove 
to potential sponsors,” it said, “that television 
shows can be profitable and not too expens- 
ive.” But at this writing, it is now off the air. 

At last account, a 15 minute Sunday eve 
ning program called “Shopping at Home” was 
being cooperatively sponsored by Sears, Pep 
Boys, Schwabacher-Frey and Sleep Shops. 

Some of the special sporting events are 
(CONTINUED ON THI FOLLOWING PAGE) 
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Don Lee (W6XAQO) Video Operations Helped Pioneer the Field 


Over 7,000 program hours have been televised by the Don Lee “experimental” tele- 
vision station W6XAO since it began operations in 1931. It has televised more than 
15 million feet of film and expended more than a million dollars in station develop- 


ment and operation. Typical programs included (below) human interest pickups 


such as the annual Soap Box Derby and televising “Queen For a Day” show with come- 
dian Jack Bailey. The Don Lee station (right) atop the Hollywoodland Hills near 
Los Angeles is one of the complete establishments in the video field. 
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TELEVISION ON THE WEST COAST: 


(CONTINUED FROM THE PRECEDING PAGE) 
sponsored, many on a one-time or occasional 
basis. Exceptions are the Ford presentation of 
the amateur boxing program every other 
week and a local Philco dealer's sponsorship 
of some of the hockey games. 

Spot announcements on KTLA are being 
carried at regular intervals by Luckies, Elgin, 
Botany Ties, B.V.D., Philco, Sears, and Hat 
Research Foundation. The list is growing 
rapidly and will probably have increased ma 
terially by the time this appears in print. 

Ihe other KTLA programming is handled 
by the station itself and consists for the most 
part of films, sports and special events. 

Present indication here is that much pro 
gramming for the present, and for some time 
to come, will be originated or developed by the 
stations and sold as packages to sponsors, with 
outside television producers perhaps taking 
over from there. Later on the trend will prob 
ably shift to origination of shows by producers 
and agencies, although technical reasons 
will of necessity cause stations to continue 
more supervision of live productions than has 
been the case in radio, 

Phe KTLA evening program period runs 
from 7 until 10:30 or whenever the special 
event is concluded. Examples of the othe 
programs are: 8:00 to 8:30, usually short films, 
although whenever interesting unpaid talent 
is available, an interview type program called 
“Who's News” is featured, From 8:30 on the 
programs run: Monday, boxing; Tuesday, a 
western feature film; Wednesday, wrestling; 
Thursday, “Your Town,” a live civic studio 
program; followed by “Meet Me In Holly- 
wood,” a remote man-in-the-street program 
from Hollywood and Vine; Friday, hockey: 
Saturday, Hockey; and Sunday, a_ western 
feature film. 


Rates for time on KTLA range from $400 


VETERANS SEE news 
and sports events via 
television receiver in- 
stallation at Los An- 
geles hospital. Tele- 
vision is especially 
useful here. 


KTLA Covers Base- 
BALL, The station 
televised games of the 
Hollywood Stars and 
the Los Angeles An- 
gels during the past 
baseball season, 
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for a one-time, one hour program ($300 for 
facilities, $100 for time), down to $43.75 for a 
one-minute 52 time schedule. The rates in 
January, ‘48 were the same as those put into 
effect early in ‘47 when the station became 
commercial, but an increase is anticipated in 
the near future. 


The Television Audience 


* Main fact about the television audience at 
present is its relatively high income, KTLA 
in current promotion is stressing the ability 
of Los Angeles television to influence the 
motion picture and radio leaders who in turn 
influence the whole population in fads, trends 
and fashions. 

But television also reaches some middle and 
low income families through installations in 
public places, and will reach much lower in 
the income brackets as sets come down in 
price. Predictions are, however, that it will 
be some time before it changes from a class 
to a mass medium—from the Town and Coun- 
try, New Yorker group to the Life or Bob 
Hope audience. 

However, sets are not restricted to upper 
bracket income homes, for Los Angeles figures 
indicate that even now the majority of in- 
stalled sets are in what are considered to be 
middle-class residential areas, as reported by 
one advertiser's study of the KTLA program 
mailing list. 

That the television audience diflers some 
what, both at present and in the future, from 
the average motion picture theatre audience 
is indicated by the following statement made 
by Klaus Landsberg, director of KTLA and 
an experienced televiser: 

“The majority of the movie theatre audi 
ence has been shown to be in the age group 
between 15 and 30. Therefore, the majority 
of the usual television audience can be as 
sumed to consist of those under 15 who are 
too young to go out often, and those over 30 





who are old enough to want to stay home for 
their entertainment. 

“These facts indicate quite clearly the dif- 
ference in taste that television and theatrical 
productions must appeal to.” 

From such facts, and the individual conclu- 
sions of each station and producer, programs 
are being tried out continually to determine 
audience appeal, No standard format has yet 
been agreed upon, nor have accurate audience 
measurements been set up in this area, so trial 
and error prevails at present. 

General opinion is that no studio programs 
now have the mass appeal that good sports 
events do, If they continue to be the mainstay 
of television programming, one prediction 
might be that the general advent of television 
will create a greater sports-minded nation, 
with the increase in the number and quality 
of athletic events being supported by the sale 
of video rights. 


Television as an Advertising Medium 
* Television costs per person reached are high 
in comparison with other mass media, and 
probably will always remain so, although the 
per-impression cost will go down rapidly as 
sets in use increase. 

The impact of television's sight and sound 
combination is considered next best to per- 
sonal sales or demonstration, and chances are 
it can sell less expensively than the latter 
methods. Perhaps the time will come when 
we can all stay at home and do our shopping, 
as is being tried out now on KTLA’s “Shop- 
ping at Home” program. 

Present television costs can be compared 
most fairly to the per-person cost of direct 
mail to a semi-selected (on the basis of in- 
come) list — on that basis it stands up well. 

\ number of examples of real advertising 
effectiveness are beginning to come to light, 
particularly in luxury merchandise. One of 
these is the instance of the Philadelphia fur- 
(PLEASE TURN TO PAGE FIFTY) 


MAN ON THE STREE1 
program of KTLA is 
now broadcast week- 
ly from the famous in- 
tersection of Holly- 
wood and Vine Sts. 


DISASTER COVERAGE 
with a spot news tele- 
cast by KTLA of the 
Pico St. explosion in 
downtown Los An- 


geles some time ago. 


BUSINESS SCREEN MAGAZINE 


- 


* 








We'd like to show you how the 


ee Ae 






















+ OVERHEAD PROJECTOR 
| enables you to face your esa 
while you project material 
SEND COUPON BELOW FOR A 
free demonstration 
Look at these VU-GRAPH advantages: 
© You need never turn your back on your audience. 
© Will project any transparency. Will project opaque 
material in silhovette. 
® Takes copy up to 7” x 7”. 
* 


® Delivers a sharp image over entire area. 


Projection can be clearly seen in normally lighted 
room. 


Plastic and special pencil makes it possible to make 
sketches, diagrams, present problems and project them 
simultaneously. Work can be removed and plastic used 
over again. 


Vu-Graph film, used in similar way to plastic, projects 
white lines instead of black. 


© Easy to operate. 


* 500 watts. AC-DC motor-driven fan, equipped with 
rheostat for increasing and decreasing speed. 


Send Coupon Today for Free 


mination of Beseler VU-GRAPH 
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Spur Uses Commercial Shorts 
for Theatre Screen Series 

@ Bottlers of Spur, the Canapa 
Dry cola, are again using films to 
promote sales with a new series ol 
commercials to be shown on local 
theatre screens. The present items 
replace an earlier series of ani 
mated cartoon shorts. 

The Spur film spots make a 
virtue of brevity—running only 45 
seconds each—yet pack into that 
short time a powerful and enter 
taining sales message. Each leads 
off with an interesting, informa 
tive story on some sport or hobby 
such as yachting, archery, or mod 
el aircraft building, then swings 
to a brief. mention of Spur and 
how good it tasts after taking part 
in such activities, 

Produced by Morion Picrurt 
ADVERTISING SERVICE under the 
direction of Canada Dry’s ad agen 
cy, J. M. Mathes, Inc., the pic 
tures are now being booked into 
theatres throughout the country. 
Since more than 11,000 theatres 
accept commercial shorts, the po 
tential audience for such films 
runs into the milions. 

J. X. Kennelly, 


manager for Canada Dry, said the 


assistant ad 
company is paying 50°, of the cost 
of screen time for all showings as 
an inducement to its bottlers to 
make full use of the series. 


Harris-Seybold-Potter Signs 
Pathescope for Second Film 

@ Final arrangements for another 
HARRIS-SEYBOLD sponsored motion 
picture in sound and color have 
just been completed between the 
sponsor and PATHEsCoPE PRopuc 
rions, New York. Script develop 
ment will be handled by FULLER, 
SMITH & Ross, INc., also of New 
York. 

The new film—as yet untitled 
will be aimed specifically at ad 
other 
buyers of printing, and will deal 


agencies, advertisers, and 
with copy preparation for offset 
lithography reproduction, Like 
How to Make a Good Impression, 
previously sponsored by the same 
company, the new picture will be 
available to lithographers and 
printers for local use in their own 
promotional programs. 
Harris-Seybold’s decision to in- 
vest in a second production was 
due in great part to the highly 
successful results the graphic arts 
equipment manufacturer has ob 
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PICTURE 


PARADE 





tained from How to Make a Good 
Impression. Since its premier at 
National Photo- 
Lithographers convention late in 
1946, the latter film has 
given more than 600 screenings to 


Association of 
been 


upwards of 55,000 buyers of print- 
ing, and is still in wide circula- 
tion. 


DuPont Documentary Picture 

to be Produced by Apex Corp. 

@ Contract for a feature length 
documentary motion picture deal- 
ing with the founding and rise of 
the DuPont Company in America 
has been let to the APEX FILM 
CorPORATION Of Hollywood, Du 
Pont announced this month. 


Tentatively titled This Work 


TYPE 


Goes on, the picture will be based 
on William S, Dutton’s book, “Du 
Pont—140 years,” published by 
Scribners in 1942. Dutton and 
William Thiele, Hollywood writ- 
er and director, are collaborating 
on the screen play. 

The picture will be produced 
by Jack Chertok, former MGM 
executive who now heads Apex, 
and directed by Thiele. Shooting 
is expected to begin in May. 

According to Du Pont, the film 
is intended primarily for its 80,000 
employes and Du Pont plant com- 
munities scattered over 25 states. 
However, it will be given the wid- 
est possible non-theatrical distri- 
bution. 





Speaks! 


The dramatic story of foundry type and its contribution to the 


progress ol civilization. This memorable picture portrays the 


important part foundry type plays in business, education and 


social life today. 


It takes you behind the scenes to portray the artistry and 


craftsmanship required to create one or a billion pieces ol 


type. It creates before your eyes and ears the many varied uses 


of foundry type by the artist, designer, printer. It shows, by 


romantic examples, the thousands of useful applic ations ol 


foundry ty pe today. 


Made for American Type Founders in the new commercial 
Kodachrome. You should see this color. 


LOUCKS: 


245 WEST 55th ST. 
MOTION PICTURES 


SLIDE FILMS . 


ORLING 


NEW YORK CITY 
SINCE 1923 









Calvert’s “Clear to the Top” 
Featured at N.Y. Film Seminar 


@ Catvert DistiLcer’s Clear to 
the Top was featured at the first 
of a series of seminars on “The 
Film in Public Relations,” ar- 
ranged by Bertrand Channon and 
Sidney Kaufman for the Film De- 
partment of the New School for 
Social Research, New York. Jack 
Taylor, Calvert public relations 
manager, attended the showing 
to present a detailed study of the 
film’s history, planning, produc- 
tion, and distribution. 
Subsequent seminars in the se- 
ries will feature additional case 
histories of more than thirty mo- 
tion pictures produced by vari- 
ous industries, ad agencies, and 
institutions. Bertrand Channon 
is a writer and producer of in- 
dustrial films, and Sidney Kauf- 
man, secretary of the Screen Di- 
rectors Guild, is chairman of the 
New School’ Film Department. 
Seaboard Airline R.R. Film 
@ New Horizons, a 20-min color- 
and-sound production by DupLey 
PICTURES CORPORATION, was re- 
cently previewed in Tampa, Flori- 
da, by officials of the sponsor, 
the SEABOARD AIRLINE RAILROAD. 
Ihe picture required two and 
one-half years to complete and 
covers the vast resources, indus- 
trial growth, vacation spots, and 
other attractions of the South- 
east area. 
Two Films on Democracy, Race 
Relations from New World 
@ Iwo one-reel animation films 
on democracy and race relations 
are being produced by New 
Worvp Propuctions, Hollywood, 
for the ANTI-DEFAMATION LEAGUE, 
according to Ted Robinson, pres- 
ident of New World. The films 
are called Sing a Song of Friend- 
ship, and each reel features three 
songs from the Irving Caesar song 
collection of the same name. The 
pictures will be used in group 
singing. After the song introduc- 
tion each chorus is sung twice, 
using the bouncing ball technique 
to lead the group through the 
tunes, which will be new to most 


audiences. 
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.a happy meeting of good design, 
proper use of materials, and function. . 


. the Model 11-B is the ‘ultra- ultra’ 
job in the 16mm film developing field at 
this price level.” 


His enthusiastic response to the use of 
Model 11-B 


HOUSTON FILM 


PROCESSING EQUIPMENT 





in the Newcomb School of Art 
at Tulane University is glowing evidence 
why so many film technicians tell us they 
use Houston equipment exclusively. 





HOUSTON 
MODEL 11-B 
For 16mm 


Acceptance of Houston’s unsurpassed quality is equally in evi- 
dence, whether it be in the laboratories and studios of this 
country, or in similar settings throughout the world. For per- 
formance, speed and durability, these processing machines 


enjoy unquestioned leadership. 


There is a Houston machine to meet your special requirement 
in 16mm or 35, black and white or color. 


IN LARGEST PRODUCERS 
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DISTINGUISHED Fitm Guests view “Atom 
ic Physics”: (1. to r.) Major Gen. Hu 
bert Harmon, U.S. Air Rep., Lt. Gen. 
4. G. L. McNaughton of Canada, Pres 
of UN Security Council; Prof. D. V 
Shodelltsin; and Sir Alexander Cadogan, 
United Kingdom delegate to U.N 


International Leaders Preview 
“Atomic Physics” Feature Picture 
@ Atomic Physics, new feature- 
length motion picture produced 
in Great Britain by the J. Arthur 
Rank Organization and distrib- 
uted in 16mm by Unirep WorLb 
Fitms, was recently previewed in 
the United States by two distin 
guished groups of diplomatic, 
military, and education leaders. 

The first showing at the Mu- 
seum of Modern Art in New York 
drew diplomatic officials from 
sixteen countries. Delegates to 
the United Nations Military and 
Atomic Energy Commissions made 
up the largest single group in the 
audience, which also 
more than sixty educators and 
thirty press and trade-paper rep- 
resentatives. 


included 


A later preview in Washington, 
D. C., was attended by the entire 
United States Atomic Energy 
Commission, whose chairman, 
David Lilienthal, ordered several 
prints for circulation by the Com 
mission, 

The 10-reel sound film author- 
itatively points out that the ap- 
plication of uranium fission to the 
atom bomb, and the great prom- 
ise of peacetul service from fission 
released energy, is the cumula 
tive result of the discoveries of 


A scene from “Atomic Physics” 














“Atomic Physics” Presented at Preview 


many scientists in many lands 
over a 140-year period beginning 
in 1808 when John Dalton’s 
theory was first proposed, It 
employs dramatic re-enactment, 
animated diagrams, and actual 
photography to tell its story, and 
includes “personal appearances” 
by Albert Einstein, Lord Ruther- 
ford, and other world-famed 
scientists, ‘Though primarily pro- 
duced for college students, this 
British-made film is valuable for 
all types of audiences, from high- 
school to adults, particularly as a 
focal point for community dis- 
cussion. 

Atomic Physics is available for 
purchase or rental from United 
World Films, Inc., 445 Park Ave., 
New York 22, N. Y. 


Nurse Recruitment Campaign 
Film Success Widens Its Use 

@ A Nurse Recruitment Cam- 
paign film, produced last year in 
lowa for local use, has proved so 
successful that it will be carried 
to audiences throughout the 
country via a series of television 
broadcasts. 

The picture was sponsored by 
the lowa STATE LEAGUE OF NuURs- 
ING EpucatTion and_ produced 
under the direction of Harriet 
Lingo, account executive of MeE- 
NEOUGH, MARTIN, & SEyMouR, Des 
Moines, as part of a comprehen- 
sive campaign built by Miss Lingo 
and the agency. It is given chief 
credit for increasing Iowa nurse 
enrollments 51% —more than 30% 





WINNERS OF THE 


$64.00 QUESTION CONTEST 


WILL BE ANNOUNCED IN NEXT ISSUE 





(FROM LAST MONTH’S ISSUE OF BUSINESS SCREEN) 


There is more to delivering a proper screen message than run- 
ning film through a machine. An unsteady picture; too little or 
too much light which mars the photography; poor sound repro- 
duction; machines that cause sprocket damage and scratches— 
all these are factors that must be given serious consideration. 
MORE ABOUT THIS IN THE NEXT ISSUE. 


The three major conditions that give your 
motion pictures a shoddy look are scratched 
film, buckled film and film run off sprockets. 


RUN-OFF SPROCKET damage can be caused by bent reels, reels 
that do not run true on the spindle, or faulty threading. 
Proper sprocket arrangement on projectors is the cure. 


BUCKLED FILM is caused by excessive heat at the aperture plate; 


also, by too rapid rewinding. The heat picked up by the 


film is not dissipated. 


SCRATCHES-—the things that make your films look like poor rela- 
tions—come primarily from such parts of the machine as 
the gate and sprocket “guards”, which are not easily ac- 
cessible for cleaning. Scratches or abrasions at the begin- 
nings and ends of reels are caused by excessive tension 


on the take-up arms. 


Film rejuvenation will remove scratches and abrasions. 
No known process will eliminate sprocket tooth damage 


and excessive buckling. 


More about film conditions in later issues. 


COMPREHENSIVE 
SERVICE CORPORATION 


245 West 55th Street 


REELS — CANS — 


PROJECTION 


- New York 19, N. Y. 


EQUIPMENT 


FILM REJUVENATION 
DISTRIBUTORS OF FORWAY — THE LITTLE GIANT 
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greater than the national average. 

State screening rights have 
been sold to nursing groups in 
North Dakota, Ohio, and Wis- 
consin, and it will be shown 
nationally under the auspices of 
the National Board of Hospitals 
and Homes of the Methodist 
Church. 


Look Magazine Features Film 

of the American Cancer Society 
@ A two page spread in Look 
Macazine (Feb, 17 issue)  fea- 
tured animation scenes from the 
film The Traitor Within pro- 
duced for the American Cancer 
Society by JOHN SUTHERLAND PRo- 
puctions, Hollywood. The graph- 
ic drawings were considered the 
best pictorial presentation of the 
Cancer Society's educational cam- 
paign on the causes, symptoms, 
prevention and cure of cancer. 


HUMAN ENERGY FILM 
Sponsor: Corn Products Refining 
Co.; Film: The Story of Hu- 
man Energy; Producer: Wal- 
ter Lantz Productions. 
*% The Story of Human Energy 
is a 9 minute animated film de- 
signed to promote the value of 
dextrose as the simplest and most 
easily assimilated energy sugar. 
It is educational in nature, point- 
ing out that all human food comes 
indirectly from the sun's energy; 
that a balanced diet is necessary 
and that a balanced diet should 
include the sugars, dextrose in 
particular, for the easiest comver- 
sion into body fuel. 

While the film is sponsored by 
the Corn Products Refining Com- 
pany the credit title merely says, 
“The several producers of dex- 
trose sugar present .. .”’, in a back- 
bending effort to avoid brand pro- 
motion. 

Although the picture is well 
animated, entertaining and _ in- 
nocuous enough to secure wide 
distribution, it is one of the few 
sponsored films we've seen that 
left us not knowing what we 
should do to secure the benefits of 
the product. Apparently dextrose 
isn’t sold at retail, and this re- 
viewer doesn’t remember it being 
featured as an ingredient of any 
commercial product, so we came 
away saying, “Yes, dextrose is fine 
but I guess we'll have to leave it 
to the manufacturers to see that 
we get enough of it in our food 
products.” Whether this audi- 
ence attitude will result in in- 
creased use of dextrose remains 
to be seen, but we're inclined to 
doubt its effectiveness. 


~—— 























PROBLEM OF INDUSTRY 
Sponsor: American Hot Dip 
Galvanizers Association . 
Film: Must Jt Rust? Pro- 
ducer: Atlas Film Corp. 
* To bring to the motion pic- 
ture screen—for the first time 
—a scientific explanation of 
how the hot dip galvanizing 
process provides a durable 
protective coating for iron 
and steel products, and to 
make this rather complicated 
story entertaining as well as 
educational, was both the 
problem and aim of sponsor 
and producer. Must It Rust? 
is the result and reports of 
first screenings appear to have 
satisfied the sponsor that it is 
a successful one. 
Synopsis: The film opens with 
a dramatization of pre-histor- 
ic man’s fight for self-preser- 
vation, and—jumping the cen- 
turies—shows how the theme 
of this same struggle is present 
in modern man’s continuing 
fight to preserve his property 





(i.e. his means of life and | 


shelter) from the inroads of 
Nature. Through micro- 
photography we see rust — 
which costs industry three 


million dollars annually—at- | 


tacking steel, and learn how 
this ruinous process led to the 
discovery of zinc. 

Finally we see how galvaniz- 


ing was developed to provide 


various metals with a protec- 
tive coating of anti-corrosive 
zinc, and how this coating pre- 
serves the metal product. The 
preparation of many different 
metal products and the full 


hot dip galvanizing process | 


are dramatically illustrated. 
Applications and specific uses 
of the hot dip method are 
shown in a number of indus- 
tries: electric power transmis- 
sion, railway freight service, 
railroad signal equipment, 
water pumping, sewage treat- 
ment, highway construction, 
marine service, playground 
and fence equipment, and 
heating pipes. In the final 
scenes the film makes the 
point that as the shell is to 
the turtle, and the quills to 
the porcupine, so is hot dip 
galvanizing to iron and steel. 
Technical Notes: a black-and- 
white 16mm sound picture. 
Distribution: to all interested 
audiences through Stuart J. 
Swensson, Secretary-Treasur- 
er, American Hot Dip Gal- 
vanizers Association, 1611-Ist 
Nat'l Bank Bldg., Pittsburgh. 
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ON THE SCREEN 


PROJECTION LAMPS 


...the kind most projector manufacturers 


use as initial equipment 





Don’t let a burn-out spoil your show! “GET A SPARE!” 


All types and sizes of G-E projection lamps now available 


G-E LAMPS 
GENERAL 36) ELECTRIC 








THE MOST USEFUL REFERENCE MANUAL NOW AVAILABLE FOR PROJECTIONISTS 


That's what thousands of business and educational users of the 
AUDIO-VISUAL PROJECTIONIST'S HANDBOOK call this illus- 


trated two-color graphic manual. Contains threading diagrams, 


step-by-step lessons on good showmanship, chart on film 
damage, equipment trouble chart, etc. Only $1.00 postpaid 
from BUSINESS SCREEN, 812 N. Dearborn Street, Chicago 10. 
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Preview Prorie: Milton Enzer, asst. to 
pres. Yale & Towne; Elmer F. Twyman, 
gen. mgr. Automatic Transportation Co., 
and William J. Ganz, producer, at pre 
view showing of ATC’s Ganz-produced 
TRANSPORTER Newsreet last month at 
Hotel Commodore, New York 


EASTERN NOTES 


Byron Appoints Frank McGeary 
@ Byron, INc., Washington, D. C., 
has appointed FRANK McGeary 
as manager of its laboratories, 

For many years McGeary held 
a supervisory position at the 
Washington Cine-Processing Lab 
oratory of Eastman-Kodak, where 
his work brought him in daily 
contact with the technical prob 
lems faced by 16mm laboratories 
and producers. 


Stubbs Joins Oeveste Granducci 
@ KENNETH Srusss, veteran film 
writer and story-board artist with 
more than 15 years experience in 
the field, has joined the staff of 
OrvestE GRANbUCCI, Washington, 
D. C. Film writing organization. 
In addition to preparing story 
boards for Granducci clients, he 
will work directly with staff writ 
ers during all stages of script prep 
aration, 

Stubbs is Professor of Fine Arts 
at George Washington University 
and Instructor at the Corcoran 
School of Art in the capital. Dur 
ing the war he completed more 
than 125 story-boards for the U.S. 
Navy's Training Film Branch. 


Schasseur Represents -Official 

@ Rosert ScHAsseuR has been 
appointed OrriciAL Fitms, INc. 
sales representative in Central and 
South America, excepting Cuba, 
Puerto Rico, and Mexico. Official 
has recently released twenty of 
its most popular educational and 
entertainment films with Spanish 
sound tracks. 

Schasseur’s varied background 
includes importing and exporting, 
and service with the United States 
government as economic repre 
sentative in North Africa and 
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Men who make a PICTURES 


France. He traveled extensively 
in Latin America before the war 
and now heads his own firm. The 
Schasseur organization also repre- 
sents Natco (motion picture pro- 
jectors )and Viewlex (slide pro- 
jectors) in South America. 


MIDWEST NOTES 


Opens Eastern Branch Office 
@ INTERNATIONAL FILM BUREAU, 
Inc., Chicago, has opened an east- 
ern regional office at 15 Park 
Row, New York 7, with G. M. 
GATES in charge. 

The new office will handle sales 
of IFB school-film releases in New 
England, Pennsylvania, New York. 


e What ever 
your target 
may be..More 
Sales..Faster Job 


Training or Better 
Public Relations our 
planned Visual Programs 


@ A. W. Ty cer, until recently in 
charge of the Jam HANnpy ORGAN- 
IZATION’S Reorientation Contact 
Training School in Detroit, has 
been transferred to the Dayton 
office to handle training contacts 
in that area. 


T. A. AsPELL was also added to 
the Dayton office as a new mem- 
ber of the sales and contact staff. 
Recently discharged from _ the 
Navy, Aspell held the rank of 
Lieutenant Commander as assist- 
ant to the Director of Naval Air 
Training in charge of technical 


training records and planning. 
He had previously been Instruc- 
tor Engineering Officer. 











assure accurate results... 


Rockett Pictures, Inc. 


CREATORS OF 


GUIDED film MISSILES 
FOR NEARLY A QUARTER OF A CENTURY 
6063 Sunset Blvd. » Hollywood, Calif. 
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WESTERN NOTES 


Johnson Hunt Expands Facilities 
@ JoHNson Hunt PRODUCTIONS, 
producers of three dimensional 
animated educational pictures, 
have recently expanded their ac- 
tivities to make sequences and 
complete films for other _pro- 
ducers or sponsors. 

The Hunt Studio specializes in 
this kind of animation, which has 
heretofore been used primarily 
for entertainment films. Their 
work is done with scale models 
and figures, instead of flat cartoon 
drawings, giving greater perspec- 
tive and dimensional feeling to 
the scenes. 

Familiar objects may be used 
in this kind of single-frame ani- 
mation, and made to move appar- 
ently of their own accord, Such 
cinematic prestidigitation can add 
a great deal of interest to a film 
sequence, and can also, according 
to the producers, prove useful 
when the introduction of the hu- 
man element to move objects 
about is distracting. 

Techniques which the Johnson 
Hunt organization has developed, 
after a number of years experi 
ence in this field, enable them to 
produce three-dimensiona] anima- 
tion at a price said to be com- 
parable to flat animation costs. 


Keith Ledyard to Dealer Field 
@ KietH Lepyarp, a member of 
the JAM HANDY ORGANIZATION 
for the past 14 years, has resigned 
to join the Roy Williams Chevro- 
let Company in San Rafael, Cali- 
fornia. 

While assoiated with Jam Han- 
dy, Ledyard worked on retail 
training and consumer education 
projects, and during the war as- 
sisted with utilization on the U.S. 


Navy program. In recent years he 


has been sales manager for the 


Organization’s School Service De- 


partment. 
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Sponsor: Bakery and Con- 
fectionery Workers’ Inter- 


ica. Film: Look for the 
| Label. Producer: Atlas 
Film Corp. 

* This union-sponsored film 
was produced to serve a 
three-fold purpose: 1) to en- 
courage the general public 


products and services bear- 
ing the union label; 2) to 
dramatize for members the 








ion’s record of achievement. 
These three themes have 
been so successfully inter- 
| woven that Baker’s Union 
ofhcials plan to use. Look 
for the Label in organiza- 
tion moves designed to en- 
courage new membership. 
| Synopsis: The film opens 
| with a brief history of the 
| Bakery and Confectionery 

Workers International but 

most of the footage is devot- 

ed to present day activities. 

A few scenes at the begin- 

ning outline the long hours 
and thoroughly unpleasant 
| working conditions which 
obtained in the industry pri- 
or to 1886. In that year sev- 
eral independent bakery un- 


ternational, and the picture 
shows how the latter’s de- 
mands for more healthful, 
sanitary working and living 
conditions were finally trans- 
lated into state and federal 
legislation. Final footage is 
devoted to activities center- 
ing in Union's headquar- 
ters in Chicago, where some 
40 full-time employees han- 
dle general business affairs 
for the membership. It shows 
the work of the 25 field men 
who visit locals to advise off- 
cers regarding organization 
and contract negotiation; 
and the weekly journal pub- 
lished by the union. 
Technical Notes: Look fo 
the Label is a black-and- 
white sound film with a spe- 
cially prepared musical score 
behind the narration. Run- 
ning time: 30 minutes. 
Distribution: Prints are 
available for showings be- 
fore any Union groups or 
| interested general audiences. 
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NEW UNION FILM | 


national Union of Amer- | 


to patronize and demand | 


welfare and security benefits | 
provided by their organiza- | 
tion; and 3) to develop a | 
feeling of pride in the indi- | 
vidual member in his un- | 


ions merged to form the In- | 





Sadie Was Seusationa/ 


Yes, Sadie made her reputation in “Rain,” but “Rain” 
or shine, Mole-Richardson lighting equipment was help- 
ing make those epic pictures that pioneered many 
modern-day entertainment techniques. During the last 
twenty years “Molinkies” and “Molarcs” have been 
standard equipment in every major motion picture 
studio, winning five Academy “Oscars” for their con- 
tributions to the film industry. Today they are preferred 
by professional photographers everywhere. 


The M-R MIDGET 


Here’s a small lighting unit that offers real 
illuminating punch. Designed around a 4'2- 
inch Fresnel condenser lens, and a 200- 
watt globe, it gives five times the usable 
illumination of other small lamps. It's ideal 
for filling shadows or as a prime light 
source for table-top photography. Price de- 
livered, including base-plate, 25-foot cord 
with switch, globe, and Excise tax $25.40. 





““MOLIGHTING’”’ EQUIPMENT 


Midget Spot * Baby Solarspot * Junior Solarspot * Senior Solarspot 
Cinelite %* Single Side Lamp * Double SidelLamp * Dvarc 
Molarc Type 90 %* MolarcType 170 * Molarc Type 450 








SEE THESE LIGHTS AT YOUR DEALER OR WRITE FOR CATALOGUE 














Are You Using the Audio-Visual Projectionist’s Handbook? 


Thousands of business concerns, schools and churches begin basic 
training in best use of audio-visual materials with the Audio-Visual 
Projectionist’s Handbook. Only $1.00 postpaid from BUSINESS 
ScrEEN, 812 N. Dearborn St., Chicago (10). 
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AUDIO-VISUAL EQUIPMENT FOR 


New l6mm Sound Projector Is 
Announced by Natco, Inc. 


@ A new 16mm sound projector 
has been announced by NAaArtTco, 
Inc., Chicago, especially designed 
for the heavy duty use demanded 
by roadshow operators and othe 
professional projectionists who re- 
quire portable equipment. 
Though built to professional re- 
quirements, the new Natco (to be 
marketed as the “3030°’) is light; 
total weight being about 37 Ibs. 

One of the features of the pro- 
jector is its axial flow cooling sys- 
tem. This principle originated in 
jet propelled engines and provides 
cooler performance. As a result 
film life is greatly extended and 
quieter operation assured. The 
system is constructed as a com- 
plete unit assembly with fewer 
moving parts than conventional 
cooling systems and is easier to 
service. 

rhe amplier employs the first 
selenium rectifier used in the 16 
mm sound projection, The basi 
amplifier has a 5-watt output with 
a frequency response which is flat 
from 100 to 10,000 cycles. At 400 
cycles there is less than 3°, dis 
tortion. This electronically-cou- 
pled. input circuit eliminates the 
possibility of extraneous noises 
being picked up in the photo-elec 
tric circuit. A plug-in is available 
for booster amplification which 
might occasionally be desired for 
extra large auditoriums. 

The Natco 3030 unit is enclosed 
in one case including the 8-inch 
permanent magnet speaker, Serv- 
icing has been made much simpler 
by the unit construction plan 
which allows the projector to be 
operated on the test bench merely 
by removing the outer cover. The 
new product will list at $289.50. 


Betow: Two views of the new Da-Lite 
Model C Floor Stand showinig unit con 
struction and use. 
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aBOVE: The new Explainette Automatic sound slidefilm projector now 
being marketed by the Operadio Manufacturing Company, St. Charles, 
Ill. Model shown above features advance by means of cued print. 


Operadio Automatic Sound Slidefilm Unit Shown 


* Formal introduction to pro- 
ducers and sponsors of sound slide- 
films of the new OpERADIO MANU- 
FACTURING COMPANY Explainette 
automatic sound slidefilm equip- 
ment was made last month at 
Chicago and New York preview 
showings. 

The new automatic units are 
io be made available in two 
models shortly. The larger Ex- 
plainette model is fully auto- 
matic with a choice of either cued 
light track equipment, embody- 
ing the advance signal in the slide- 
film print rather than on the disc 
(an exclusive Operadio patented 


New DaLite Floor 


@ The newly announced Da-Lite 
SCREEN Mopet C F.Loor STAND 
(for the Da-Lite Model C Screen) 
shows promise of revolutionizing 
present methods of erecting large 
size projection screens, 

Chis modern new device per- 
mits quick placement on speaker's 
platform, or auditorium stage, 
eliminating tripods or the neces- 
sity for hanging the screen from 
wall or ceiling. It means that one 
person can erect even a 9x12 foot 
screen with utmost ease and at no 
risk of injury to operator or 
screen. 

Completely collapsible, the 
Model C Floor Stand can be as- 
sembled in less than 5 minutes. 


After setting the screen in the 
stand case brackets, the hanger 


feature) and, optionally, with a 
low-frequency advance mecha- 
nism reacting from a low-frequen- 
cy signal imbedded in the disc 
recording. 

A smaller Operadio unit is al- 
ready available with an electronic 
signal cue light which replaces 
the “gong” sound hitherto re- 
quired as an advance signal to the 
sound slidefilm machine operator. 
The cue-light equipment may 
also be easily equipped for low- 
frequency automatic advance. 
Full information on all models 
can be obtained from Operadio 
Mfg. Co., St. Charles, Il. 


Stand Screen Models 


loop is hooked on an extension 
rod, and the screen is simply 
raised to first, then second, po- 
sition ready for projection, This 
is accomplished with no strain- 
ing or lifting above the waist. 
Made of light-weight aluminum 
(total weight only 18 Ibs.) and 
with the longest piece only 5 ft., 
the stand is completely portable. 

The new product is available 
in sizes to accommodate all Model 
C rectangular screens (6x8 ft. to 
9x12 ft.) and all square sizes up 
to and including 10x10 ft. Com- 
bined price of screen and floor 
stand ranges between $124 and 
$191 depending on size — floor 
stands separately are priced at $46 
to $49. (See illustration at left.) 
























SHAKEPROOF SCREEN-HANGER, latest im- 
provement on Radiant Screen’s Deluxe 
Model DL portable tripod screen. 


Easematic Portable Screens Are 
Added to Radiant Product Line 
@ Most recent addition to Rapt- 
ANT MANUFACTURING CORPORA- 
TION’S glass-beaded screen family 
is the new “Easematic’’—a portable 
tripod model operating on a 
unique counter-balance principle 
new to projection screen design. 

The counter-balance arrange- 
ment gives the “Easematic” an 
unusual range of height adjust- 
ments—bottom edge adjusts from 
nearly floor level to five feet—and 
permits the change to be made as 
easily as raising or lowering a win- 
dow. 

Constructed of steel and alu- 
minum, the unit is enclosed in a 
streamlined case featuring the fa- 
miliar Radiant “bullet-cap” ends 
and baked enamel finish in two 
tones of grey. It will be available 
in sizes from 63x84” to 70x94”, 

Complete descriptive literature 
is available from the manufac- 
turer, 


New Film Cement Is Marketed 
by the Bell & Howell Company 
@ A superior new film cement for 
splicing all types and sizes of 
motion picture film is now being 
marketed by Bett & HoweLt, 
Chicago. 

B&H officials say that extensive 
tests in major Hollywood studios 
have shown the new cement to 
possess great bonding strength 
and splicing speed—both qualities 
highly necessary for professional 
use. Films tested show no distor- 
tion at the splice, and there is 
only a minimum tendency for it 
to flow over or between the film 
splicer blades. 

All B&H 16mm splicing and 
editing equipment are now being 
supplied with the new adhesive, 
and bulk quantities are available 
in one-ounce, half-pint, pint, and 
quart containers. 

For further information write 
Bell & Howell Company, 7100 
McCormick Road, Chicago 45, 
Illinois. 
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MAJOR EQUIPMENT SUPPLIER MAKES HEADLINES 


S.0.S. Cinema Supply Opens Modern N. Y. Building 


*% S.O.S. CINEMA Supply Corp. 
started its 22nd year early this 
month by moving into its own 
building at 602 West 52nd Street, 
New York. 

Modern in every respect, the 
new structure extends an entire 
city block from 5lst Street re- 
ceiving and shipping entrances 
to the main office and show-room 
entrance on 52nd Street. The 
shop and factory area on the third 
floor houses a sound-proofed elec- 
tronic laboratory which will be 
devoted in part to theatre televi- 
sion and advanced recording tech- 
niques. A fully equipped dark- 
room adjoins. 

The show-room area of about 
two thousand square feet is unique 
in several respects. A large sky 
light and generous fenestra win- 
dows assure adequate daytime 
lighting while four continuous 
strips of forty watt fluorescents 
flood the entire area at night. 

Executive offices have six foot 
vision panels looking out into the 
showroom and stock rooms, and 
this entire area will be air condi- 
tioned. Liberal use will be made 
















SEND 


For Free Booklet 


Find out why Fonda 
Amercia’s finest film devel- 


of dramatic display spotlights. 
Floor coverings are laid out in 
attractive patterns and miniature 
stage drapery sets will be erected. 

S.O.S. will maintain its ware- 
house at 529 West 28th Street 











and the chair factory at Irving- The Sponsor 
, Anywhere 
ton, New Jersey. U.S.A. 
Erle M. Billings Retires 
Sent lemen: 


from Eastman Kodak Activities 
@ Erte M. BILLINGs, adviser of 
EASTMAN Kopak’s business and 
technician personnel department 
and widely known in the chem- 
ical and photographic professions 
for his long service to the Ameri- 
can Chemical Society, retired as 
of February 1. 

His varied activities during a 
30-year career with Kodak in- 
cluded chemical research, busi- 
ness management, and personnel 
administration. He made valu- 
able contributions to the nation’s 
war effort during 1940 to 1945 
when, as consultant for the Na- 
tional Resources Planning Board 
of the War Manpower Commis- 
sion, he advised the government 
on chemistry and chemical engi- 
neering personnel, 
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This organization, for the past twelve years, has been 
specializing almost exclusively in the type of short merchandising 





RE: Film Transcriptions 
for Television. 


films that are perfectly adapted to Television. 


Our past and present clients are discovering that the films 
produced by us are particularly adaptable, without any change 
whatsoever, to future use as Television Transcribed Commercials. 


Our organization is keyed to construct production in large 
volume, in this specialized field. 


specialization effects great economy for the buyer. 


Our services are at your disposal. 


of possibilities for this Company to serve you. 


ATTN: 


Very Truly Yours, 


THE FOX COMPANY, Hollywood. 
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zo 


Georg oe 


Please address inquiries to 


THE FOX COMPANY, TELEVISION DEPT, 
959 Seward Street, Hollywood, Calif. 


ywood 
* Consultant Poducers 


You will find, as usual, that 


We invite your investigation 








FONDA BASIC MODELS: 
Speeds and developer times given are normal standards. Variations may be obtained by adjusting 


variable specd drive or altering developer loop lengths by the Fonds buudt-in sdjustment mechanism. 
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APPROKIMATE MACHINE SIZES 
lachedes Food Elev. & Werk Tebles Beth Ende 













NUMBER 2 


oper by sending for your 
complimentary copy of “The 
World Develops with Fon 
da."" Address Fonda Divi 
sion, Solar Aijircraft Co., 
2252 Pacific Highway, San 


Diego 12, Calif. 








How Fonda solves 
your biggest 
developing problem 


When uncontrolled film slack steps in, 
out goes your operating efficiency. And 
profits tumble accordingly. The Fonda 
film developing machine completely 
eliminates this problem through the 
patented Fonda top-friction drive 
mechanism ... which completely con- 
trols the film in process so as to elimi- 
nate all slack. Processes any type of 
35mm or 16mm film (see chart). 


FONDA FILM PROCESSING 
EQUIPMENT DIVISION 


we me 


STAINLESS PRODUCTS 
San Diego 12, California 
60 East 42nd Street, New York 17, W. ¥. 
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(CONTINUED FROM PAGE 21) 


school and church showings. 

3. Our rigid policy is never 
cancel a show. We have found 
that we cannot disappoint clubs 
and still make a success with ow 
shows. We have adopted the slo 
gan—THE SHOW MUST GO 
ON. 

t. If all clubs have not been 

booked when I arrive in a city, I 
check the permanent records for 
the last program chairman and 
call him to determine who is the 
present program chairman. 
» Atter getting permission 
from a superintendent of schools 
and county schools, | 20 to those 
schools and talk with the princi 
pals or the audio-visual instruc 
tors. I find I must be particularly 
alert here for obviously schools do 
not like too much advertising. | 
have trained myself on the edu 
cational value of Esso motion pic 
tures, since schools want pictures 
primarily for such purposes, We 
know, too, that we are educating 
them to the Esso sign and to the 
good will of Esso Marketers. 

6. In arranging for church 
showings, here again, I have found 
my knowledge of our films comes 
into play. Often they call upon 
me to recommend a picture, Al 
though they are interested in all 
our films they seem to favor the 
adventure movies, They can see 
many things they have read about 
but have never seen on the screen 
before. 

7. When bookings are al 
ranged with the clubs, schools and 
churches, I tell them that at their 
convenience I would like to a1 
rive thirty minutes before show 
ing time to set up the equipment 
and make final preparations. 


E. Showing the Picture 

1. I always try to be profes 
sional with the showing. I make 
as little noise as possible and de 
termine beforehand where all the 
light switches are in the room, | 
stay close to the projector while 
the show is going on, keeping the 
picture framed and in focus and 
the volume controlled. Projector 
covers and film boxes are kept out 
of the way of club members. The 
screen is set up in front of the 
executive officers so that they will 
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How Esso Conducts Field Showings 


oe 4 PRIMER OF GOOD PRACTICES FOR THE SPONSOR 7 


not have to move to see the pic- 
ture, 

2. Itry to get to the club room 
about thirty minutes before show- 
ing time. I set up the equipment, 
get focussed and get the picture 
framed. I check the sound and 
then recheck the whole procedure, 


Chen, without being aggressive I 








often try to meet the club mem- 
bers. I find that in this way we 
often get other bookings. 

3. 1 check the screen to make 
certain that no shadows of heads 
appear on the screen. If such 
shadows do show, I place the 
screen on chairs, elevating it above 
the heads. L usually turn on the 
amplifier five minutes before the 
show is scheduled to begin, This 
warms up the speaker and the 
sound is good when the show 
starts. 

!. If the program chairman 
asks me if I have any remarks to 
make, I'm always prepared to 
make a brief speech. As an ex- 
ample, on one occasion I said, 
“Mr. President, members of the 
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at ...@ completely integrated photographic service for the 
“ production of sound motion picture films ... for industry and education. 
Recording studio, editing, animation, and laboratory facilities . . . 
for other film producers and photographic departments of other industries. 
Superior 16mm. duplicates with or without optical effects . . . black 
and white or full color. Write for further information. 


© Sound Stage of 8,000 Sq. Feet 


® Recording Studio wit!: Seven Channels 
® Lab Capacity of 112,000 16 mm. feet per day 





























Especially equepped 
lo make... 


Large quantities of prints! 














Color Prints with Optical Effects! 


® Producing films by the 16mm. 
method for 15 years : 











Memphis Lion’s Club. On behalf 
of the Tennessee Division of the 


Standard Oil Company of New 
Jersey, it gives me great pleasure 
to bring you this picture New 
England Calling. We have a large 
number of pictures which we con- 
sider both educational and enter- 
taining. I shall be glad to show 
them at your clubs, schools or 
churches any time I am in your 
city. I would like you to know 
this is just another expression of 
good will from Esso Marketers. 
Happy motoring to you all”, 

5. When the show is finished 
I do not rush away from the meet- 
ing or take down the equipment 
in front of the members. I find 
that many people come and thank 
me for the show and invite me to 
their meetings whenever I am in 
their city. I receive many book- 
ings after shows, especially church 
shows, men’s clubs and PTA 
meetings. 

6. Many times the program 
chairman asks whom he should 
thank for the show. I have told 
them in the past to write J. T. 
Rhodes, Tennessee Division Man- 
ager, but we have recently changed 
that procedure; we now refer 
them to the district manager in 
the district where we are work- 
ing. This way, he knows the re- 
sponse to our shows. We have re- 
ceived many letters of thanks 
from clubs, schools and churches. 
We keep the letters on file in the 
Memphis office. 


F. Keeping Records 

1. Our request forms furnish 
us with all the information needed 
for permanent records, 

2. We have found permanent 
records are important in this op- 
eration. Many clubs have been 
known to ask which films they 
saw last. On such a query we turn 
to the club, school or church rec- 
ord, and determine that specific 
information. Clubs seem to like 
this method, They know we are 
“on the ball” and that this is not 
a haphazard operation. 

3. Groups reached: this form 
is filled out from our request 
forms. 

4. Quarterly reports: this form 
in turn is filled out from the 
“groups reached” form. 
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G. Know Your People 


1. I always keep in mind the 
fact that we are dealing with cus- 
tomers and potential customers 
and that we never find two peo- 
ple alike. This is a selling job! I 
make it a policy never to visit an 
office for booking early in the 
morning when people are reading 
their mail. I usually wait until 
about 10 AM, remembering they 
have a job to do, too. 


2. I learn to know the children 


of a school, too. I have found 
that when they meet me on the 
street they invariably associate me 
with our Esso films. 





H. Know Your Job 


1. Our slogan—T he Show 
Must Go On—is kept foremost in 
my mind. To facilitate this, I 
have learned our equipment in- 
side and out. 


I know precisely 
what to do when something fails 
to function correctly. A supply of 
lamps, tubes and fuses are kept 
ready at all times. I have found 
it helpful to visit a theatre and 
watch the operator work. 


2. We have found it a good 


practice to offer the films to the 
schools to censor if they so desire. 
Most audio visual instructors, I 
find, ask for this privilege. In 
this way they learn to appreciate 
our pictures and help toward ar- 
ranging for many showings. 


3. To help increase my knowl- 
edge of visual education and 
teach me what to talk about with 
other people in that field, I have 
studied the book, The Audio Vis- 
ual Handbook by Ellsworth C. 
Dent, published by the Society for 
Visual Eduation, Inc. I have 
found the magazine See & Hear, 
published by Audio Visual Pub- 
lications, Inc., particularly help- 
ful. 


!. By knowing that Lawrence 
C. Thaw has written for the Na- 
tional Geographic Magazine, I 
have suggested to schools that 
they might find here some inter- 
esting supplemental information. 
One article, entitled Jn the Realm 
of the Maharajas appeared in the 
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December 1940 issue; anothe1. 
Along the Old Silk Route, was 
run in the October 1940 issue, | 
have found that schools like to 
have stories to supplement theit 
shows. 

5. I have made a point to see 
the film, Using the Classroom 
Film, issued by the University of 
Chicago. This illustrates how a 
film should be used in the class- 
room. The knowledge I got from 
this source has beén of aid in 
short speeches before the show- 
ings, and in knowing how to 
evaluate the educational benefits 
of Esso movies. 

* * * 

Erwin Solms Joins the Executive 
Sales Staff of Pathescope 

@ Erwin SoLMs, active in the com- 
mercial films industry for many 
years, has accepted an executive 
sales position with the PATHeE- 
SCOPE CORPORATION, New York. 


PICTURE PEOPLE 


Max Uhlig Sales Service Mgr. 
for Columbia Transcriptions 

@ Max Unutic has been appointed 
sales service manager for CoLuM- 
BIA TRANSCRIPTIONS, a division of 
CoL_umMBIA Recorps, Inc, In his 
new position he will supervise all 
studio dates, and in conjunction 
with the sales department, will 
work with clients on all phases of 
activity relating to studio and en- 
gineering output. -He will con- 
tinue to supervise sound effects 
operation as in the past, 

For thirteen years prior to his 
joining the transcription com- 
pany, Uhlig was in charge of 
sound effects at CBS, New York. 
He had previously been in the 
motion picture field under Para- 
mount. 





Announcing. 
NEW MODEL 63LM 


Underwriters’ Laboratories 
Listed 


Push-pull Miniature 
Tube Amplifier 


New Low Price 


225” 





VIE-MITE 








16mm Projector with DUAL SPEED for Sound or Silent Films 


Entire projector weighs only 26 pounds .. . 
with speaker, in one case only, 8x1142x15'% inches in 


Write for com- 
plete details. See 
your industrial 
film producer for 


complete 


size. Exceptionally well machined . . . rugged... 
produces beautiful, sharp and steady picture with un- 
believable sound movement and quality for both voice 
and music reproduction. 

Being used for audiences up to 100 people, on screens 


demonstration. 145 to 72 inches, in darkened rooms. Reel capacity 
+ 2000 ft. Universal A.C. or D.C. 105-120 Volt operation. 


Commercial model has small screen for desk top 
showing . . . same new low price. 


/ 


MOVIE-MITE 


1105 EAST 15th ST 


1948 
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KANSAS CITY 6, MISSOURI 








Joun J. Krevty 

Jack Kielty Becomes a Partner 
in Poetzinger Dechert, Chicago 
@ Joun J. Krevry, Chicago Dis- 
trict Manager of Jam Handy Or- 
ganization, has resigned his post 
to join PorrziInceR Decuert, of 
75 E. Wacker Drive, Chicago, as 
a partner. 

Mr. Kielty has had 15 years of 
commercial film 
writer, director, execu- 
tive, program planner. He joined 
the Handy Organization nine 
years ago, and was promoted to 
Chicago District Manager in 1944. 


experience 
account 


Fairbanks Names Studio Manager 
@ Micuae. F, JouNson, until very 
recently general manager ol 
Gainsborough Studios, London, 
England, has been appointed stu 
dio manager for JERRY FAIRBANKS 
Propuctions, Hollywood, and will 
be in charge of all studio activi 
ties in the Fairbanks organization. 

A veteran of more than fifteen 
years motion picture experience, 


he has served as associate pro 


ducer, production manager, 
writer, assistant director, or di 
rector with almost every major 


British and Anglo-American com 
pany, including Columbia (Brit- 
M-G-M, War- 
ners, British Continental, Charter, 
Two Cities, Dalking 
Pictures, Holbein, and Archer. 
He is the son of Mike Johnson, 


ish) Productions, 


Associated 


well-known British actor and pro- 
ducer, and the brother of Denis 
Johnson, production manager of 
British National Studios. As a 
child actor he appeared in more 
than 500 British films. 


Hockey Is Shell Oil Consultant 
@ SHELL Ou. Company, INnc., has 
retained W. E. Hockey of San 
Francisco as motion picture con- 
sultant for technical advice in the 
production of its public relations 
and industrial training films. 
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Chicago Television Owner Census 
Shows Increase of 2000 Per Cent 
@ Chicago's television set census 
showed a 
2000°%, during the past 
months, largely the result of an 


jump of more than 
twelve 


unusually high rate of sales dur- 
ing December and early January. 

Video station WBKB’s most re 
cent survey of the Chicago area, 
based on an accurate check of 
distributors, dealers, and home 
users, lists more than 15,000 re- 
ceivers in operation as of March 
Ist; as Opposed to less than 700 
sets at the beginning of March, 
1947. Most dealers reported peak 
business during the holiday pe 
riod with over-all sales running 
at a rate of about 750 sets per 
week, 

A breakdown of current circu- 
lation shows approximately 10,500 
sets in homes, 3,300 in taverns and 
other public places, and slightly 
over 1,000 in dealer's showrooms 
and places of business—making a 
total potential audience of nearly 
200,000 in the metropolitan area 

Home-owned sets now account 
for 70° of the total number of 
receivers, with 22% for taverns 
and bars; almost a complete re 
versal of the situation in March, 
1947, when tavern sets formed 
75° of the total. 


r 
* 7 * 


New Video Rate Schedules 


@ Lining up with other video 
stations in the New York area, 
Wcss-tv, Columbia Broadcasting 
System’s NY television outlet, has 
announced a new rate schedule 
incorporating air-time charges 
for the first time on the basis of 
$400 per hour. 
practice was to charge for use of 
facilities only. 


Previous station 


New air-time rates are divided 
into the following eight units: 
one hour, $400; 40 minutes, $320; 
half-hour, $240; 15 minutes, $160; 
10 minutes, $135; 5 minutes, $115; 
| minute (including use of film 
facilities) $100. Time signals on 
sound film, running about 20 sec 
onds, will cost $50 each, 

Under the new charges, an 
hour-long telecast over Wcess-tv, 
involving a remote pick-up, will 
come to about $1,100. 
@ Comparison of newly an 
nounced eastern video rate cards 
show a wide divergence in cost 
per set potential reached. A half 
hour film show, for example, costs 
$1.68 per hundred potential sets 
over Wews, Cleveland; $.27 ove 
Wess-tv, New York; $.54 over 
West, New York; and $2.14 over 
WMaL, Washington. 
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Fox Company Expands Television Activities 


@ A strong forecast of television's 
tremendous need for talent be- 
yond that already available in 
other fields of entertainment, is 
indicated by a call from the Fox 
Company, Hollywood, to student 
members of the Pasadena Play- 
house for professional film work. 
The Fox Company, specializing 
in the production of short film 
commercials for theatre and tele- 
vision use is embarking on a big 
production schedule, and is said 
to have already run through all 
talent of the right type available 
from the studio unions. 

GeorcE Fox, head of the Fox 
Company, Hollywood, who has 
been producing theatre advertis- 
ing trailers for 12 years, predicts 


A PARABLE 


FOR SPONSORS 


that television commercials will 
follow much the same pattern as 
the theatre shorts. 

“There’s no reason why our 
films for the Los Angeles Times, 
for example, can’t be used just as 
they are on television. In fact, 
that’s probably what the Times 
will do when its own tele-station 
goes on the air,” Fox says. 

“As a specialist in ‘film tran- 
scriptions’ I can see no reason for 
extremely high film costs. We 
have learned over the years to 
produce films efficiently and in 
one production schedule for a 
series, thereby saving tremendous- 
lv on the cost of each short. 

‘‘Producers, experienced in 
short sales promotion films, face 


Once upon a time there was an outfit that saw a film pro- 
duced for one of their competitors. 


“Why,” they said, “shouldn't we too have a movie about 


our operations?” 


So after reading the trade magazines and looking into their 
crystal ball, they contacted a dozen producers. 


And they got quotations that amazed them because there 
was such a wide range between the high and the low fig- 
ures. In some cases it was pretty hard to tell just what they 
were going to get for their money. 


Now these people are smart buyers. They are very much at 
home in their own commercial field. They know to a penny 
what a carload of raw material should cost them. 


They just couldn’t understand why the process of buying 
films was being made so complicated. They were confused 
and were about to abandon the whole idea. 


But one of their key men didn’t give up. He investigated 
further, looked at some more pictures and arrived at a con- 
clusion. “We're not buying a film,” he told his associates. 
“We're buying service, special talents and abilities in a 


field we know nothing about.” 


“We should place ourselves in the hands of one of these 
producers. Not one so big that our small job won’t be im- 
portant and not one so small that they might not be able 


to deliver. 
So that’s what they did. 


Happy ending? Well, they're now in the middle of their 
third movie, all produced of course by 


LESLIE ROUSH PRODUCTIONS, Inc. 


119 West 57th St. 


New York 19, N.Y. 


COlumbus 5-6430 


no problem in ‘adapting’ to tele- 


vision. They already have the 
know-how for this kind of adver- 
tising, and the experience that 
enables them to turn out effective 
filam commercials at low per unit 
cost. 

“I anticipate the cost of film 
commercials to be no higher than 
those of live commercials, plus all 
the safety factors inherent in hav- 
ing the message edited on cellu- 
loid. 

“This is particularly true for 
the local advertisers. For their 
use I foresee the production of 
open-end tele-commercials, usable 
anywhere in the country with the 
simple addition of local names, 
just as theatre advertising is now 
handled.” 

Backing up his prediction is 
Fox’s own production schedule, 
which calls for the preparation of 
several hundred shorts, a series of 
13 or more for every major retail 
line, which will form the nucleus 
of a stock advertising film library. 

* * * 


A.T. & T. Announces Intercity 
Network Facilities for 1948 


@ American Telephone & Tele- 
graph has announced extensive 
plans to provide intercity tele- 
vision network facilities this year 
which will create a single video 
web stretching from the East 
Coast west to the Mississippi. 

Plans include 2,000 miles of 
television network channels in the 
mid-west from Buffalo to St. 
Louis, which will be available in 
time for the collegiate football 
season this fall. The existing 
East Coast web will be extended 
to provide full coverage of the 
national political conventions 
scheduled for Philadelphia early 
this summer. By December these 
two systems will be linked to- 
gether by coaxial cables and a 
chain of micro-wave radio relay 
stations, 

Two channels will be set up in 
early October connecting Cleve- 
land, Toledo, Chicago, and St. 
Louis so that one program can be 
transmitted in either direction 
between these cities; and one 
other channel will be installed 
to carry programs from this sys- 
tem to Buffalo. 

In December a coaxial cable 
between Philadelphia and Cleve- 
land will weld the eastern and 
new mid-west networks into one 
unit. For the first time in tele- 
vision history, it will then be pos- 
sible for stations in cities from 
Boston to St. Louis to carry the 
same program simultaneously: 
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VISUALCAST 
SPECIFICATIONS 


CAN YOU 
TOP THESE! 





@ Cast of lightweight alloy—20 lb. 
e@ Always cool. 


@ 500-watt, 120-volt T20 Standard 
Projection Lamp. 


@ Size — 10x 1142 x 15. 


e@ Felt pads on feet to prevent 
scratching. 


e Adjustable caster on one foot for 
leveling. 


@ Glass window in head protects 
mirror from damage. 


®@ Switch in front — conveniently 
located. 


@ Attachment plug detachable at 
the rear. 


@ Carrying case and many acces- 
sories available. 


@ Film hold-down with no movable 
parts. Indispensable for Teach- 
ing — Training & Presentation. 


INDUSTRIES 
5350 SECOND AVENUE 
LOS ANGELES 43, CALIF. 

















Film Technicians Wanted 
as Sales Representatives 


We are expanding our national 
sales organization and have valu- 
able openings for men capable of 
demonstrating and selling nation- 
ally-advertised professional 16 MM 
— 35 MM film laboratory equip- 
ment. Exclusive territories guaran- 
teed, leads furnished, high earn- 
ings, assured to men acquainted 
with film field and sincerely inter- 
ested in building profitable, per- 
manent association with soundly 





established company. 
Write, giving full details. 


MICRO ENGINEERING CORPORATION 
118 S. Beverly Drive, Beverly Hills, Calif. 




















REFER TO BUSINESS SCREEN 
WHEN WRITING ADVERTISERS 
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Atlas Names Clive Bradshaw 
as Film Laboratories Manager 
@ Ctive BrapsHaw has joined 
ATLAS F1LM CORPORATION as man- 
ager of the producing company’s 
recently expanded film _ labora- 
tories. During the past month he 
supervised the installation of two 
new Depue reproduction printers 
and has announced that Atlas is 
now equipped to accept motion 
picture and slidefilm laboratory 
work from other producers in ad- 
dition to providing prints for its 
own clients. 

Under Bradshaw's direction 
television will receive increasing 
emphasis at Atlas, and already re- 
lease prints for video use are com- 
ing from the laboratory. 

Bradshaw's film experience 
dates back to 1915 when he en- 
tered the photographic depart- 
ment of the Ford Motor Company. 
He later assumed charge of the 
department at the time Ford Edu 
cational Weekly was being shown 
in theatres to more than fow 
million people a week. In the 
early 20's he went to Metropoli 
tan Motion Picture Co., Detroit, 
as laboratory head and in 1937 
organized and initiated operation 
of the Detroit Film Laboratories, 
now known as General Film Lab 


oratories, 


CLive BRADSHAW 





“Slidefilm Projection Hints” 
Published by Eastman Kodak 


@ Effective projection of promo- 
tional or industrial training slide- 
films—either silent or sound—in- 
volves much more than simply 
setting up a projector and snap- 
ping a switch. “Hints for Effective 
Slidefilm Projection,” a new leaf- 
let published for free distribution 
by Eastman Kodak Company tells 
you how to get maximum results 
for your screening. 

Copies of the new pamphlet 
may be obtained free of charge 
from the Sales Service Division, 
Eastman Kodak Co., Rochester 4. 
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RADIANT LAMPS 


for BELL & HOWELL 
PROJECTION EQUIPMENT 


You can now enjoy Radiant quality in lamps de- 
signed specifically for Bell & Howell projection 
equipment. Radiant Projection and Exciter Lamps 
are available for practically all types and makes 
of projectors. 


300 Jelliff Ave., 
Newark 8, N.J. 


RADIANT LAMP CORPORATIO 


PROJECTION + SPOTLIGHT + FLOODLIGHT + EXCITER - MOTION PICTURE PRODUCTION 





The Audio-Visual 
Projectionist's Handbook 


A Graphic Illustrated Color Guide to Best 
Principles of Good Business Showmanship! 
Here is the graphic, illustrated color guide to good show- 
manship and correct operation of all types of audio and 
visual equipment. Now being widely used throughout 


industrial, school and church field. Best operator train- 
ing manual now available. 


Price One Dollar, Postpaid 


AUDIO“ISUAL PUBLICATION =HEADQUARTERS 


812 N. DEARBORN STREET, CHICAGO (10) 
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Successful 
TRAINING FILMS 


Require 
— Specialized Writing Knowledge 


— Specialized Production Experience 
for proof that 
DEPICTO FILM 
gets results, check with: 
Johns-Manville Corp. 
Singer Sewing Machine Co. 
Lily-Tulip Cup Corp. 

E,. R. Squibb & Sons 
The New Haven R. R. 
Nedick’s Inc. 

Empire Crafts Corp. 
Robert Reis & Co. 
Gregg Publishing Co. 
Remington Rand Inc. 
National Coal Association 
Westinghouse Radio 


245 West 55th Street 
New York 19, N. Y. 




















No medium of training, teaching 
and selling has ever made such 
headway as SOUND SLIDE-FILM, 
and the 


icturephon 


is the one machine that has kept 
pace with this new-day develop- 
ment. It is the only SOUND SLIDE- 
FILM MACHINE that is made in a 
full range of sizes and styles. 


We have manufactured the PIC- 
TUREPHONE since 1937, in these 
eleven years pioneering the great- 
est number of necessary improve- 
ments known to this industry. 
Write us. 


0. J. McClure Talking Pictures 


1115% WEST WASHINGTON BOULEVARD 
Chicago 7, Illinois 
Telephone Canal 4914 





TELEVISION ON THE WEST COAST 


(CONTINUED FROM PAGE rHIRTY-SIX ) 


rier who did over $11,000 worth of business 
directly to television advertising 
costing about $1500. 


traceable 


Ihe only stories on television-produced sales 
in Los Angeles now available are: The sale 
of $2900 worth of mattresses to an auto-court 
operator as the result of one $50 spot an- 
nouncement on the “Shopping at Home” pro- 
gram; and the sale of one advertiser who 
wanted to test whether his commercials were 
He offered a popula 
item at half its usual price in three announce- 
ments during one telecast of a sports event. 
Within a few hours he was cleaned out of the 
item and had a handful of unfilled orders. 
He is now convinced that his messages are 
registering, but he’s afraid there’s something 
the matter with his head that he should have 
tried quite such a deficit-producing method 
of proving it, 


being noted or not. 


The ultimate potentialities of television, 
and the most effective techniques for adver- 
tising and selling are only now being explored 

and if you believe the enthusiasts in the 
business (which they all are), American stand- 
ards of living are going to be more affected 
by the arrival of mass television than by any 
other technical development in history, 

Harry Lubcke says, “Television is the first 
complete, instantaneous mass medium, When 
it reaches full stature it will more closely 
affect the daily lives of people than any other 


one torce.” 


Film for Television 
* The place of film in television seems to 
be a highly controversial subject at present. 
Estimates of the amount of air time to be 
filled by film vary from 20°% to 40°. Operat- 
ing average for KTLA now seems to be about 
20°, film. 

Film producers are inclined to estimate the 
figure for the future at as much as 50°%, citing 
the many advantages that film gives as reasons 
for their estimate, Station personnel, how- 
ever, place the estimate at from 20% to one- 
third of air time. Those who quote the lower 
figure, however, may be gauging future de- 
mand on the basis of the quantity and quality 
of film now available to them, 

Harry Lubcke estimates that television pro- 
gram time may eventually be divided roughly 
thus: 44 studio programming, more than 
4 remotes of sports and special events and 
less than \% film. 

Film for television now is limited largely 
to 16mm prints of pictures produced primarily 
for other purposes—sponsored films for busi- 
ness promotion, educational films for schools, 
a few general interest films produced in 16mm, 
and long since outdated theatrical features 
and shorts. Although KTLA is now showing 
some fairly recent feature films, the subjects 
are apt to be westerns and assorted low-budget 
productions. 

The extent to which film will be used fot 
television programming depends first and 
foremost on cost—whether it will be substan- 


(TO BE CONCLUDED HERE NEXT MONTH) 





film distribution 
at its beat! 


Over 43,000 outlets 
















Advance notice of showings 


Monthly reports 


Active high-grade promotion 


Special attention to sponsor’s market 


® Insurance against lost or 
damaged films 


@ 37 years’ experience 


Low cost 


Highly recommended by sponsors 
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Write for Brochure and Rate Card Today! 











PRODUCTION UNIT 


Modern Studio, Lighting, Sound, Color 
Immediate high-fidelity playback 


Camera & sound men, well-equipped, 
artistically and scientifically skilled 


SPECIAL SERVICE: Difficult and unusual photog- 


raphy — microscopy — time-lapse — etc. Engineering. 
RO LAB Sandy Hook, Conn. 
Phone: Newton 581 


PIONEERS FOR MANY YEARS 
Ask for Booklet 














Producers of SLIDE FILMS 


For 


Films Created For 


SHE roa INDUSTRY, 
ries Aadacked | TRAINING & 


By Practical 
‘*Know - How’’! 


EDUCATION! 
ISUAL ILLUSTRATORS 


——“Z-INCORPORATED—— 


/ NEW YORK 28 © SAcRAMENTO 2-1667 








144 E. 86" ST 
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PICTURE PEOPLE Joins Marshall Templeton 
@ James H. Git has joined the 


creative-contact staff of MARSHALL 
TEMPLETON, INc., Detroit pro- | 
ducer of visual iraining, sales, | 
and public relations aids. 

Recently a service promotion 
executive with Chrysler Corpora- 
tion’s Plymouth division, Gill has 
held similar positions with the 
Cadillac division of General Mo- 
tors, and the Fisk division of U.S. 
Rubber Co, His experience covers 
more than twelve years of promo- | 


tional writing and selling in the 
automotive and newspaper fields. 
| * FE 
| = 
| : 
| | 








Joun T. GrtmMour 


Gilmour to Jam Handy Staff 

@ Joun G. T. Gitmour has been 
engaged by the production de- 
partment of the Jam Hanpy Or- 
GANIZATION, and will act in a gen- 
eral staff advisory capacity in ad- 





“= "g- NEW YORK 
dition to directing motion pic- 
tures, 
For a number of years Gilmour Wa ter D. Porer of Sportsreel Produc- CHICAGO 
has done producing, directing, tions films the Rose Bowl Game of U. 
and free lance writing in New of Michigan using a Mitchell 16mm Pro- HOLLYWOOD 
York, and was most recently as- fessional with a 1000-ft. magazine. 


sociated with H. D. Justi & Son, 
Inc. From 1943 to 1946 he was a 
film producer for the U. S. Army. 





Norman Vizents Writing for 
George Pal Productions 


@ GrEoRGE PAL PRopuctions, Hol- 
lywood, has added NorMAN Viz- 
ENTS, experienced commercial film 
writer and researcher, to its staff. 
Vizents is now working on scripts 
for the Pal-produced series of 
films for the Shell Oil Company, 
and will concentrate on the spon- 
sored film productions of the Pal 
organization. 


* * * 


Lists Free Film Sources 


@ Aupio-PicroRIAL Service Com- 
PANY, California, has prepared a 
list “Free Film Sources in Los 
Angeles County.” Any firm, club, | 
or organization in LA County | 
may obtain a free copy by writing | 





to the company’s offices at 261 
JaMes Henry GILL East Colorado St., Pasadena 1. 





AN EXCITING NEW CONCEPT IN PRODUCTION AND DISTRI- 
BUTION OF 16MM COMMERCIAL AND EDUCATIONAL FILMS 


MUNTZ 
MAKES 
MOVIES 


MUNTZ-SHORE PRODUCTIONS: 6425 HOLLYWOOD BLVD 
HOLLYWOOD 28 = CALIF 





-LAZC 


723 SEVENTH AVENUE 


NEW YORK 19 * CIRCLE 5-612! 
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SLIDEFILMS 


MOTION PICTURES 
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BOWMAN FILMS 
INCORPORATED 











































| etc. Send for Bulletin Sturelab — thousands of good buys! 


.0.S. CINEMA SUPPLY CORP. 


| occupying entire building. 


oct it 


Super Parvo 
STUDIO, 
BLIMPED 
(CAMERA 


Comparable value $15,000 
SPECIAL $4,975 


Only 3 outfits available! The peer of 35mm professional 
cameras — uvitra quiet — U. S. Navy surplus — condition 
like new. Latest Super Parvo Debrie Studio Camera, 5 
Astro Pan Tachar fast lenses, motor, 10-1000’ magazines, 
direct focus rackover, pilot pin registration movement, all 
features and heavy type U tripod. 


ADDED SPECIALS! 





Wall 35mm B&H type Studio Camera, 4 lenses $1595.00 
B&H 35mm Eyemo motorized cameras with lens 267.50 
Arriflex 35mm camera, 4 lenses, complete 995.00 
Cinephone 35mm camera, 4 lenses, complete 1495.00 
Professional Jr. Tripods with case, like new 99.50 
Latest 1948 Auricon Pro 16mm sound cameras 1095.00 
W. E. 35mm Sound Moviola, 3 way... — 795.00 


EVERYTHING FOR STUDIO & LABORATORY — Lights, 
Mikes, Booms, Dollies, Lenses, Background Process, Moviolas, 


REMOVAL CLEARANCE! write im- 
mediately for our Removal Sale 
Bulletin which lists many items 
drastically reduced for quick sell- 
i 


602 West 52nd St. 
New York 19, N. Y. 


Note new address — 








CONQUEST IN SIGHT & SOUND 












Sponsor: Sherwin Williams Company. Film: 
Agriculture’s New Conquest. Producer: 
Jerry Fairbanks, Inc. 

*% Agriculture's New Conquest is a film that 

every farm audience in the country will want 

to see. It tells the story of 2-4-D, the amazing 

new weed-killing chemical that may work a 

minor agriculture miracle. 

The film documents the action of 2-4-D as 
no other medium could do, showing fields of 
corn, grain, etc. before and after 2-4-D treat- 
ment. So amazing is the change that audi- 
ences might suspect cinematic trickery if they 
were not already aware of 2-4-D’s reputation. 
As it is, not only the farm journals but general 
magazines are hailing the discovery, so that 
the film will act as clinching proof of the 
chemical’s value. 

The Sherwin-Williams Company is only 
one of the firms marketing 2-4-D under trade 
names, but with this sort of valuable promo- 
tion will undoubtedly get a jump on the 
market. Sherwin-Williams name for their 
product is Weed-No-More. 


Firm TREATMENT PrRovipes REAL IMPACT 


Ihe film treatment of the subject is in the 
best tradition of good screen journalism, com- 
parable in its medium to a good Post or Read- 
er’s Digest article, plus the great impact of 
film and before-your-eyes evidence. The pic- 
ture in itself is interesting to general and 
school audiences, but its distribution will be 
largely to farm audiences, for they, of course, 
form the market for the product, and they 
have an immediate dollars and cents stake in 
its development. 

If every farmer who sees this picture doesn't 
ask his dealer next day more about 2-4-D, and 
Weed-No-More brand at that, I'll be very 
surprised—for the picture proves, better than 
any method other than trying it for yourself, 
that the weed-killer can and does save crops 
and money. 


PicrureE Dors A THOROUGH INDOCTRINATION 


lo get back to the film itself, Agriculture's 
New Conquest explains the research back- 
ground of 2-4-D, shows how it is compounded, 
by animation illustrates how it works 
weeds, with stop-motion photography demon- 


on 


strating the growth of weeds and how they die 
after application of the chemical, the spray- 
ing process itself, and, as mentioned before, 
some graphic before and after shots of weed- 
infested and eradicated fields. Emphasized is 
the small volume of Weed-No-More needed to 
cover large areas, ease of spraying, and the 
great savings in crop yields it makes possible. 
Technical notes: The film is in color and is 
25 minutes in length. Photography and pro- 
duction is good throughout. The only ques- 
tion remaining in this reviewer's mind at the 
end of the film was “Why does 2-4-D kill some 
plants, i. e. weeds, and not affect crop plants”. 
But maybe this is one no one can answer yet. 
Distribution: Over 200 prints of the picture 
have been ordered, and will be made available 


to farm audiences through the usual channels. 








Projection Room 
Service 


35 MM 











e AMPLE SEATING CAPACITY 
EXCELLENT SCREEN DEFINITION 


COMPOSITE and INTERLOCKING 
PROJECTION 


e CUTTING ROOM SERVICE 


Also Available 


STAFF 
FILMS 


ANIMATION 
FOR COMMERCIAL 


25 WEST 45th STREET @ N. Y. C. 


BRyant 9-1600 e@ Harold Robins 








v200 


VACUUMATE 
VAPORATE 


EXCLUSIVE SALES AGENT 


aime MOVIE FILM PROTECTION 


TREATMENT 
LASTS THE Perri 
OIL FINGER MARKS 


LIFE OF 
THE FILM A 0 0 0 


446 W. 


43rd St., New York 18 











Professional Cine Lens 


and Eyemo Cameras 
Bargains in Professional Cine Lens and Cameras 


Samples of our extensive stock. 400 foot Eyemo 
magazine $54.50; Special Model “K'’ Eyemo Com- 
plete with 2 inch F:3.5 Ektar Lenses, $375.00; 1” 
F:2.3 Kinar Wide Angle in focusing mount for 
Eyemo “C"’ Camera, $99.50; 2” F:3.5 Kodak Ektar 
in focusing mount for Eyemo “C", $55.00; 3” F:1.8 
Astro Pan Tacher in focusing mount for Eyemo"C", 
$279.50; 3” F:2 Taylor-Hobson Cooke in focusing 
mount for Mitchell, $189.50. Hundreds of other 
lenses of all types, speeds, makes and focal 
lengths. Sold on 15 day trial basis — complete 
satisfaction assured. 
Write our lens expert T. Jones. 


We will buy your surplus lenses for cash. 


BURKE & JAMES, INC. 


Photo Supplies Since 1897 
321 S. Wabash Ave., Chicago 4, Ill. 
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Sponsor: Evangelical Lutheran 
Church, Missouri Synod, 
Film: Reaching From Heav- 
en; Producer: Roland Reed 
Productions. 

* In spite of the fact that reli- 

gious subjects are not generally 

considered “commercial” films, 
here’s a picture that really sells. 

If most sponsored films sold thei 

as well, there would be a 

greater demand for production, 

True, the subject matter is gen- 
erally appealing and adaptable to 
the emotional approach, but it’s 
the effective manner in which this 


wares 


picture seems to accomplish its 
objectives that we are reporting 
on, 

Desig ned to personalize and 


dramatize the “each one reach 
campaign of the denomina- 
tion, it carries the emotional 
punch of a well-done A- theatrical 
production. We say A minus only 
a few corners had to be 
cut in light of the budget—but 
remarkably few corners were no- 


the story 


one” 


because 


ticeable by their absence, 
is well-written, and the profession- 
al cast for the most part did an 
excellent job. 

If the film doesn’t really sell 
the campaign theme and get it 
put into practice better than any 
amount of ministerial exhorting, 
we'll be mighty surprised. We 
and gen- 

picture, 


found ourselves moved 
interested by the 
film, theatrical or 
can do that we 


uinely 
and when a 
non-theatrical, 
believe it has something. 

Note: This field of sponsored reli- 
gious films is not a major part 
of Business SCREEN’s editorial in- 
with the Protestant Film 
and a number of in- 


terests, 
Commission 
dividual denominations going in- 
to regular production it is becom 


ing an important aspect of spon- 
non-theatrical 
opinion 


work. And 
that the 


sored 


we're of the 


Have 


1133 N. HIGHLAND AVE. 








Pictures With a Special Mission 


* GOOD LUTHERAN FILM POINTS CURRENT TREND «+ 


you considered 


THREE DIMENSIONAL ANIMATION 


Achieve distinction in your films. The cost 
is usually no greater than for flat animation. 


Our years of experience in this medium 
assure you the highest quality workmanship. 


ANIMATION STUDIO 


established special purpose film 
producers are the best equipped 
to undertake such productions in 
order to secure real quality within 
the budgets set. 

Technical Notes: Reaching From 
Heaven is feature length (80 min- 
utes), black & white, and was 
made for under $100,000 in nine 
days shooting time. It 
duced by Roland Reed, 
vised by Guy Thayer, 
Frank Strayer, 
Charles Palmer. 
Distribution: will be through the 
regular circuit of the denomina- 
tion, and film will later be 
available to 


was pro- 
super- 
directed by 
and written by 


made 
other churches. In 
spite of its campaign theme it is 
suficiently non-denominational to 
appeal to other church groups. 
That these films are accom- 
plishing their purpose and “‘pay- 
ing their own way” is evidenced 
by the fact that this is the third 
feature film made by this church 
within the last 18 months. 
Britain’s 16mm Distribution 
@ Shown by Request, latest Brit- 
ish Information 
in the United States, tells the 
story of 16mm film distribution 
in Great Britain. Mobile units 
take films to audiences having no 
other projection equipment avail- 
able and the Government's Cen- 
tral Film Library distributes 
prints by mail to those with pri- 
vately or community owned pro- 
jectors. 


Services release 


Considerable footage of the 20 
min black-and-white sound pro- 
duction is devoted to a detailed 
analysis of the film library tech- 
nique. For rental or purchase of 
prints write to British 
tion Services offices at 30 Rocke- 
feller Plaza, New York 20; 360 
North Michigan Ave., Chicago 1; 
907 15th St. NW, Washington 5; 
or 391 Sutter St., San Francisco 8, 
in California. 


Informa- 
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For Special Results 


in 16 MM. duplicating, it is logical 
to choose a laboratory which has 
for ten years made this the subject 
of its exclusive research. 


Sound tracks are developed and 
duplicated to preserve and main- 
tain high frequency response . 
color and sound are combined 
into superlative prints . . . special 
care in handling at every opera- 
tion sets forth our pride in the 
name... 


PRECISION 


FILM LABORATORIES, INC. 
46th St. New York 19, N. Y. 

































wc 


PROJECTION SCREENS 


Klearcite Translucent Screens 


can be furnished in sizes ranging from 
one inch square up to 30 x 60 feet 


Write for our free booklet 


Fowler Company 


750 SOUTH WABASH * CHICAGO, ILLINOIS 
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EASTERN STATES 


* CONNECTICUT * 

Audio-Video Company of New 
England, 110 Wall St., Norwalk, 

Audio-Visual Corp., 53 Allyn St., 
Hartford. 

Bridges Motion Picture Service, 
244 High St., Hartford 5. 

Pix Film Service, 34 E. Putnam 
Ave., Greenwich. 

Eastern Film Libraries, 95 N. 
Main St., Waterbury 14. 


* DISTRICT OF COLUMBIA ° 

Jam Handy Organization, Inc., 
Transportation Bldg., Washing- 
ton 6, 

Paul L. Brand & Son, 2153 K St., 
Washington 7. 

The Film Center, 915 
N.W., Washington, 


* MAINE + 
D. K. Hammett, Inc., 620 Congress 
St., Portland 3. 


* MARYLAND - 
Collins Motion Picture Service, 
502% & 506 St. Paul St., Balti- 
more 2; Also 4 Race St., Cam 
bridge. 
Folkemer Photo Service, 927 Pop 
lar Grove, Baltimore 16. 
Kunz Motion Picture Service, 
432 N. Calvert St., Baltimore 2. 
Robert L. Davis, P. O. Box 572, 
Cumberland. 
Stark Films, 537 N. 
Baltimore |. 
Howard E. Thompson, Box 204, 
Mt. Airy. 


* MASSACHUSETTS + 
Audio-Visual Corp., 116 Newbury 
St., Boston 16. 
Ideal Pictures, 40 Melrose St., Bos- 
ton 16. 
Jarrell-Ash Company, 165 New- 
bury St., Boston 16. 
South End Film Library, 56 Val 
lonia Ter., Fall River. 
Massachusetts Motion Picture 
Service, 132 Central Ave., Lynn. 
Stanley-Winthrops, Inc., 90 Wash- 
ington St., Quincy 69. 
Bailey Film Service, 711 Main St., 
Worcester 8. 
* NEW HAMPSHIRE - 
A. H. Rice and Company, 78 W. 
Central St., Manchester. 
* NEW JERSEY - 
Art Zeiller, 155 Washington St., 
Newark 2. 
Slidecraft Co., South Orange, N. J. 


12th St. 


Howard St., 


* NEW YORK - 
Wilber Visual Service, 119 State 
St., Albany. Also 28 Genesee St., 

New Berlin, New York. 





Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 
Association Films, 347 
Ave., New York 17. 
(Y.M.C.A. Motion Picture Bu- 

reau) 

Brandon Films, Inc., 1600 Broad- 
way, New York 19. 

Catholic Movies, 220 W. 42nd St., 
New York. 

Comprehensive Service Co., 245 
W. 55th St., New York 19. 

Crawford & Immig, Inc., 265 W. 
l4th St., New York City 11. 

Institutional Cinema Service, Inc., 
1560 Broadway, New York 19. 

Otto Marbach, 630 9th Ave., New 
York. 

Mogul Bros., Inc., 68 W. 48th St., 
New York City. 

Nu-Art Films, Inc., 145 W. 45th 
St., New York 19. 

S. O. S. Cinema Supply Corp., 449 
W. 42nd St., New York 18. 
Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 
United Specialists, Inc., Pawling. 
The Jam Handy Organization, 
Inc., 1775 Broadway, New York 
Duncan, James E., Inc. Motion 
Picture Service, 65 Monroe 

Ave., Rochester 7. 

Morris Distributing Co., Inc., 412 
S. Clinton St., Syracuse 2. 

Visual Sciences, 599BS Suffern. 

Bertram Willoughby Pictures, 
Inc., Suite 600, 1600 Broadway, 
New York. ; 

* PENNSYLVANIA - 

J. P. Lilley & Son, 277 Boas St., 
Harrisburg. 

Harry M. Reed, P. O. Box No. 
147, Lancaster. 

Kunz Motion Picture Service, 
1319 Vine St., Philadelphia 7. 
1905 Sanderson Ave, Scranton 9 

Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 

News Reel Laboratory, 1733 San- 
som St., Philadelphia 3. 

Jam Handy Organization, Inc., 
917 Liberty Ave., Pittsburgh 22. 

Karel Sound Film Library, 410 
Third Ave., Pittsburgh 19. 

Clem Williams Films, 311 Mar- 
ket Street, Pittsburgh 22. 

L. C. Vath, Visual Education Sup- 
plies, Sharpsville. 

* RHODE ISLAND - 

Audio-Visual Corp., 268 West- 
minster St., Providence. 


Madison 


United Camera Exchange, Inc., 
607 Westminster St., Provi- 
dence 3. 

Westcott, Slade & Balcom Co., 
95-99 Empire St., Providence 3. 
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* WEST VIRGINIA + 

G. Haley, P. O. Box 
Charleston 23. 

United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 

Apex Theatre Service & Supply, 
Phone 24043, Box 1389, Hunt- 
ington. 


SOUTHERN STATES 


*« ALABAMA + 
Wilfred Naylor, 1907 Fifth Ave., 
No., Birmingham 1. 
Stevens Pictures, Inc., 526 20th 
St., N.. YMCA Bildg., Birming- 
ham. 


Jos. Gardberg, 705 Dauphin St., 
Mobile 16. 


John R. Moffitt Co., 
Perry St., Montgomery. 


703, 


19% S. 


* FLORIDA - 

Florida School Book Depository, 
700 E. Union St., P. O. Box 36, 
Station G, Jacksonville 7, 

Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 

Orben Pictures, 1137 
Ave., Jacksonville 7. 

Ideal Pictures Co., 1348 N. Miami 
Ave., Miami 36. 

Bowstead’s Camera Shop, 1039 
N. Orange Ave., Orlando. 
Southern Photo and News, 608 
E. LaFayette St., Tampa. 


Miramar 


* GEORGIA > 
Calhoun Company, 101 Marietta 
St., Atlanta 3. 


Ideal Pictures Corp. of Georgia, 
52 Auburn Ave., N. E., Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


* KENTUCKY > 

D. T. Davis Co., 178 Walnut St., 
Lexington 34. (Also Louis- 
ville.) 

Hadden 16mm Film & Projection 
Service, 423 W. Liberty, Louis- 
ville 2. 

Ideal Pictures, 423 W. Liberty 
St., Louisville 2. 

National Film Service, 423 W. 
Breckenridge, Louisville. (Also 
Lexington) 


* LOUISIANA + 
Stanley Projection Company, 
21114 Murray St., Alexandria. 
Jasper Ewing & Sons, 725 Poydras 
St., New Orleans 12. 

Southern Pictures Company, 1024 
Bienville St., New Orleans. 
Stirling Movie & Photo Co., 1052 

Florida St., Baton Rouge 85, La. 


EQUIPMENT, FILMS AND PROJECTION SERVICE 









Ideal Pictures Co., 826 Barrone 
St., New Orleans 13. 

« MISSISSIPPI - 
Herschel Smith Company, 
Roach St., Jackson 110. 
Jasper Ewing & Sons, 227 S. State 

St., Jackson 2. 

* NORTH CAROLINA -* 
Carolina Industrial Films, 404 

Liberty Life Bldg., Charlotte 2. 
National Film’ Service, 14-20 

Glenwood Ave., Raleigh. 


¢« SOUTH CAROLINA - 
Calhoun Company, 111014 Tay- 
lor St., Columbia 6. 
Palmetto Pictures, Inc., 190914 
Main St., Columbia 17. 


* TENNESSEE + 

Sam Orleans and Associates, Inc., 
211 W. Cumberland Ave., 
Knoxville 15. 

Frank L. Rouser Co., Inc., P. O. 
Box 2107, Knoxville 11. 

Tennessee Visual Education Serv- 
ice, P. O. Box 361, Journal 
Bldg., Knoxville. 

Ideal Pictures Corp., 18 S. 3rd 
St., Memphis 3. 

Mid-South Training Film Service, 
166 Monroe Ave., Memphis 3. 

Southern Visual Films, 687 Shrine 
Bldg., Memphis. 

Tennessee Visual Education Serv- 
ice, Maxwell House Office Bldg., 
Nashville. 


* VIRGINIA - 
Capitol Film & Radio Co., Inc., 
19 W. Main St., Richmond 20. 
Walker C. Cottrell, Jr., 408-10 
E. Main St., Richmond 19. 
Ideal Pictures, 219 E. Main St., 
Richmond 19. 
National Film Service, 
Main St., Richmond. 
Presbyterian Committee of Publi- 
cation, 8 N. Sixth St., Rich- 
mond 9, 


MIDWESTERN STATES 


* ARKANSAS + 
Democrat Printing and Litho- 
graphing Co., Little Rock. 
Grimm-Blacklock Co., 719 Main 

St., Little Rock. 


* ILLINOIS - 
American Film Registry, 28 E. 
Jackson, Chicago 4—HAR 2691 
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309 E. 


Father Hubbard Educational 
Films, 628 W. Lake St., Chi- 
cago 6. 


Ideal Pictures Corp., 28 E. 8th 
St., Chicago 5. 

Industrial Cinema Service, 107 
W. Wacker Drive, Chicago 1. 

Jam Handy Organization, Inc., 
230 N. Michigan Ave, Chicago | 






BUSINESS SCREEN MAGAZINE 











McHenry Films, 537 S. Dearborn, 
Chicago 5. 

Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 19 S. La 
Salle St., Chicago 3. 

Visual Research Company, 30 N. 
Dearborn St., Chicago 2. 


* INDIANA - 
Ideal Pictures, 1214 Pennsyl- 
vania St., Indianapolis 2. 
Indiana Visual Aids Co., Inc., 726 
N. Illinois St., Indianapolis 6. 
Burke’s Motion Picture Co., 434 
Lincoln Way West, South 
Bend 5. 


* IOWA - 
Pratt Sound Film Service, 805 
Third Ave., S.E., Cedar Rapids. 
Ryan Visual Aids Service, 409-11 
Harrison St., Davenport. 
General Pictures Productions, 
621 Sixth Ave., Des Moines 9. 


* KANSAS-MISSOURI - 
Audio Visual Aids, Broadview 
Hotel Bldg., Wichita, Kas. 
Kansas City Sound Service (Ideal 
Picture Corp.) 1402 Locust St., 

Kansas City 6, Mo, 
Select Motion Pictures, 1818 Wy- 
andotte St., Kansas City 8, Mo. 
Erker Bros. Optical Co., 610 Olive 
Se., St. Louis 1. 
Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 
Pictosound Movie Service, 4010 
Lindell Blvd., St. Louis 8. 


« MICHIGAN + 

Cosmopolitan Films, 3248 Gratiot 
Ave., Detroit 7. 

Engleman Visual Education Serv- 
ice, 4754-56 Woodward Ave., 
Detroit 1. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 

Jensen-Wheeler, Inc., Hotel Du- 
rant Building, Flint 1. 

Locke Film Library, 120 W. Lov- 
ell St., Kalamazoo 8. 

Gillespie Visual Education Serv- 
ice, 220 State St., St. Joseph. 

* MINNESOTA + 

Museum of Visual Materials, 
Kenyon. 

Ideal Pictures, 301 W. Lake St., 
Minneapolis 8. 

Midwest Audio-Visual Company, 
1504 Hennepin Ave., Minne- 
apolis 3. 

National Camera Exchange, 86 S. 
Sixth St., New Farmers Me- 
chanics Bank Bldg., Minne- 
apolis 2. 
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* NEBRASKA + 
Church Film Service, 2595 Man- 
derson St., Omaha 11. 
* OHIO - 
Lockard Visual Education Serv- 
ice, 922 Roslyn Ave., Akron 2. 
D. T. Davis Co., 911 Main St., 
Cincinnati 2. 
Ralph V. Haile & Associates, 
Walnut St., Cincinnati. 
Manse Film Library, 2514 Clifton 
Ave., Cincinnati 19. 
Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 
Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 

Twyman Films, Inc., 29 Central 
Ave., Dayton 1, 


James B. Upp Motion Picture 


Service, 750 Broadway, Lorain. 

Martin Sound Systems, 50 Charles 
Ave., S. E., Massillon. 

Cousino Visual Education Serv- 
ice, Inc., 1221 Madison Ave., 
Toledo 2. 

Gross Photo Mart, Inc., 524 Mad- 
ison, Toledo 4. 

E. L. Moyer, P. O. Box 236, 
Wayne. 

Thompson Radio and Camera 
Supplies, 135 S. 6th St., Zanes- 
ville. 

* WISCONSIN - 

R. H. Flath Company, 2410 N. 
3d St., Milwaukee 12. 

Photoart Visual Service, 844 N 
Plankinton Ave., Milwaukee 3. 

Gallagher Film Service, Green 
Bay. Also 639 N. 7th St., Mil- 
waukee 3. 

Wisconsin Sound Equipment Co., 
Inc., 628 W. North Ave., Mil- 
waukee 12. 


WESTERN STATES 
* CALIFORNIA - 

Audio-Pictorial Service Co., 261 
E. Colorado, Pasadena. 

Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 

Donald Reed Motion Picture 
Service, 8737 Wilshire Blvd., 
Beverly Hills. 

Camera Craft, 6764 Lexington 
Ave., Hollywood 38. 

Coast Visual Education Co., 6058 
Sunset Blvd., Hollywood 28. 
Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 

wood 28. 

Craig Visual Aid Service Co., 105% 
S. Olive St., Los Angeles 15. 
Ideal Pictures Corp., 2408 W. 7th 

St., Los Angeles 5. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 
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Ralke Company, 829 S. Flower 
St., Los Angeles 14. 

Screen Adettes, Inc., 8479 Melrose 
Ave., Los Angeles 46. 

Carroll W. Rice Co., 424 - 40th St., 
Oakland 9. 

Craig Visual Aid Service Co., 149 
New Montgomery St., San Fran- 
cisco 5, 

Hirsch & Kaye, 239 Grant Ave., 
San Francisco 8. 

Screen Adettes, Inc., Sixty-Eight 
Post Bldg., 68 Post St., San 
Francisco 4. 

C. R. Skinner Manufacturing Co., 
292-294 Turk St, San Francisco 2 

Shadow Arts Studio, Wickenden 
Bldg., P. O. Box 471, San Luis 
Obispo. 

Herbert M. Elkins Co., 10116 Ora 
Vista Ave., Sunland, L, A. 
County. 


* COLORADO - 
Ideal Pictures Corp., 714 18th St., 
Denver 2. 
Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 


* IDAHO - 
Howard P. Evans, Audio-Visual 
Equipment, 305 N. 9th, Boise. 
Williams Photo Service, 1007 
Main St., Boise, 


* OKLAHOMA - 
Vaseco, 2301 Classen, Oklahoma 
City 6. 
H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 
Kirkpatrick, Inc., 1634 S. Boston 
Ave., Tulsa 5, 


* OREGON - 
Cine-Craft Co., 1111 S. W. Stark 
St., Portland 5. 
Ideal Pictures Corp., 915 S. W. 
10th Ave., Portland 5. 
Moore’s Motion Picture Service, 
306-310 S. W. Ninth Ave., Port- 
land 5, 
Screen Adettes, Inc., 611 N. Tilla- 
mook St., Portland 12. 


* TEXAS + 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 1700 Pat- 
terson Ave., Dallas 1. 

Audio Video Institute, 1501 
Young St., Dallas. 

The Educational Equipment Co., 
David F. Parker, 1909 Com- 


EQUIPMENT, FILMS AND PROJECTION SERVICE 


* Contact the specializing dealers listed in these pages | | 
for dependable projection service, projector and accessory | | 
sales and maintenance and for your film needs, 





merce St., Dallas 1. 

George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 

Ideal Pictures, Inc., 2024 Main 
St., Dallas 1. 

Visual Education, Inc., 12th at 
Lamar, Austin; Also, 201 N. 
Field St., Dallas; 1012 Jennings 
Ave., Ft. Worth; 3905 S. Main 
St., Houston 4, 


* UTAH + 
Deseret Book Company, 44 E, So. 
Temple St., Salt Lake City 10. 
Ideal Pictures, #10 Post Office 
Place, Salt Lake City 1. 
* WASHINGTON - 
Craig Visual Aid Service Co., 1106 
E. Union St., Seattle 22. 
Rarig Motion Picture Co., 5514 
University Way, Seattle 5. 
Rarig Motion Picture Co., East 
1511 Third Ave., Spokane. 
* HAWAII + 
Ideal Pictures, 1370 S. Beretania 
St., Honolulu, T, H. 
Motion Picture Enterprises, 655 
Kapiolani Blvd., Honolulu, 
Tt. 


oo CANE dd 


General Films Limited 
Head Office: 
1534 Thirteenth Ave., Regina, 
Sask. 
Branches: 
10022 102nd St., Edmonton, 
Alta, 
1396 St. Catherine St., West 
Montreal. 
212 Lutz St., Moncton, New 
Brunswick, 
Branch, 175 Water St., St. 
John’s, Newfoundland. 
156 King St., West, Toronto, 
Ont. 
535 W. Georgia St., Vancouver, 
B. C. 
810 Confederation Life Bldg., 
Winnipeg, Man. 
Arrow Films Limited, 1115 Bay 
St., Toronto 5, Ontario. 
Also: 1540 Stanley St., Montreal, 
Quebec. 
Radio-Cinema, 5011 Verdun Ave., 
Montreal, Quebec. 


rc .:, SORRIGH. (4) OREIGN 

Distribuidora Filmica Venezolana, 
De 16MM., S.A., Apartado 706 
Caracas, Venezuela, S.A. 


: 
There’s An Audio-Visual Specialist in Your Town! | | 
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For 6mm. Film — 400 to 2000 Reels 
Protect your films 
Ship in FIBERBILT CASES 
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TYPE TITLES 


... built up to a STANDARD 
not down to a PRICE 
THE KNIGHT STUDIO 


Type Titles for Motion Picture 
and Slidefilm Producers 


341 E. OHIO STREET - CHICAGO 11, ILL. 








SCRIPT WRITER 


Are you an experienced script 
writer? One of the oldest and 
best established commercial film 
production companies in the east 
needs a writer-director on a per- 
manent basis. He must be thor- 
oughly experienced and be able 
to show examples of consistent 
good work over a period of years. 
We also need script writers on a 
free lance basis immediately. Our 
employees know of this advertise- 
ment. 


Write Box No. 301 
BUSINESS :-SCREEN 











BOUND VOLUMES of 
BUSINESS SCREEN 


* A very few bound vol- 
umes of Volume 8 of 
BusINESS SCREEN contain 
ing out-of-print issues are 
available to subscribers at 
$10 per volume, postpaid. 
Order from 812 North 
Dearborn St., Chicago 10 


NOTES & BACKGROUND ON CURRENT PRODUCER TRENDS 


New York Showing Reveals Original Approach 
in Pictures of The World Today Organization 


* Last month THe Wortp To- 
pay, Inc. completed a year of 
active film production and dis- 
tribution operations. 

Formed to undertake the plan- 
ning and production of documen- 
tary and educational pictures for 
sponsoring organizations, and to 
produce its own shorts for theatri- 
cal release, the company ends its 
first year’s work with fourteen 
pictures finished. Release arrange- 
ments for all pictures either have 
been made or are in final stages of 
negotiation, and many are al- 
ready in distribution. 

Apart from its own _ releases 
The World Today during 1947 


STUART Lecc, president of The 
World Today, Incorporated. 


has produced for the Motion Pic- 
ture Association of America, the 
Iwentieth Century Fund, the 
Commonwealth of Virginia, the 
'Tea Bureau, Inc., the South- 
ern Educational Film Production 
Service, and the United Nations, 
among other Other 
organizations including govern- 
ment and international agencies, 
| corporations and civic groups have 


sponse rs. 


used the company’s consultative 
and planning services. 

At a recent special showing in 
New York, three films exempli- 
fying different aspects of the 
World Today's production work 
First on the 
program was Borrowing in Sub- 
| traction, produced as part of the 





|were screened. 


experimental teaching film proj- 
}ect now being conducted by the 


Motion Picture Producers of 
America in cooperation with the 
American Council on Education. 
Aimed exclusively at junior grade 
pupils, the film was made as a 
visual reminder to children to 
“think what the figures really 
mean”, Shot in Hollywood and 
edited at The World Today's 
headquarters in New York, Bor- 
rowing in Subtraction features 
what is believed to be the world’s 
largest blackboard, measuring 
30 by 40 feet. 

Wonder Eye, a ten minute 
short, demonstrates the power of 
the movie camera to assist the 
scientist and reveal the marvels 
of the natural world through 
fast and slow motion photogra- 
phy, microscopic and_ telescopit 
Unique sequences show a 
life and death struggle between 


lenses 


a nettle and a srtangling parasite 
known as Angel’s Hair, com- 
pressed in time from six weeks 
to two minutes; close-ups of fl@m- 
ing eruptions shooting thousands 
of miles into space from the sur- 
face of the sun; and a story told 
entirely in x-ray cinematography. 


Searchlight on the Nations, 


RAYMOND SpPOTTISWwOODE, produ- 
cer in The World Today organiza- 
tion, New York City. 


produced for the United Na- 
tions, describes in dramatic terms 
how the mass media of communi- 


Mass Mepia Or COMMUNICATION 
at work in this editorial room 
scene from “Searchlight on the 
Nation” produced by The World 
Today and described below. 





cation contributes to the welfare 
of the modern world by facilitat- 
ing international exchange of 
information. In addition to many 
of the celebrated of today, the 
picture’s cast features the men and 
women who make it possible for 
nation to speak to nation: corre- 
spondents, photographers, radio 
announcers, television technicians, 
newsreel crews. Though only re- 
cently completed, Searchlight on 
the Nations is already assured of 
international distribution on the 
widest scale. A special edition for 
theatres, as well as foreign ver- 
sions, are in preparation. 
Stuart Lecce, president of ‘The 
World Today, Inc., has had a 
wide experience as producer of 
documentary theatrical — shorts 
and as chief producer of the 
National Film Board of Canada. 
At a special showing in New York 
last month, Mr. Legg stated that 
the commonly accepted definition 
of a documentary film as being 
entirely esoteric and suitable for 
only small audiences of arty en- 
thusiasts was really no longer true. 
“For instance,” Mr. Legg said, 
“in our productions, actors and 
studio sets are used whenever 
they are helpful, yet it is some- 
times said that both are anathema 
to the ‘true documentarian’, We 
are striving to produce films with 
a wider approach in order to 
reach the great mass of people.” 


Scenes from “Searchlight on the Nation” produced by The World Today 
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——- vour product, and you'll 
sell some people all right. But 
picture its promise—the things it will 
do to make buyers healthier, wealth- 
ier, and wiser—and you'll sell a great 
many more. 

How picture this promise? 

With the one medium that has range 
and versatility enough for the purpose 
... the one medium that puts pictures, 
color, motion, and sound at your dis- 


posal...motion pictures and slide films. 


your product, 
use films... ¥ 





... most expressive 





ad vertising medium there is 


More widely used today than ever 
As advertisers throughout business 
and industry have learned the wisdom 
of accenting product promise .. . have 
become familiar with the great for- 
ward strides which the film industry 
has made in production, projection, 
and distribution technics in the last 


few years ... more and more of them 





Business Films 


. >» another important function of photography 


have started using films as a basic 
advertising medium. 

Perhaps you’re thinking of doing so, 
too. If you are, call in a commercial 
film producer. He’ll help you get started 


right—and quickly. 


Eastman Kodak Company 
Rochester 4, N. Y. 


odak 





Max Fleischer 













~ Tour commercial motion pictures even if not 
produced by The Jam Handy Organization, 
can receive wide theatrical distribution when 
edited by Max Fleischer. 
Max Fleischer’s exceptional sense of audience 
reaction and his practical knowledge of 
theatrical merchandise assures wide distribu- 


tion. This service is offered exclusively by 


The 
JAM HANDY — . 
CO) -ganigalion ~ a. wer 


for showmanship : " “Koko” 


“Superman” 
“Popeye’’ 
“Popeye” and “Olive Oy/ 
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